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TO ALL OUR FRIENDS IN DISPLAY ... 


ae Easter Sunday is April 2, 1961! 
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by stensgaard 


~~ exciting new “old world charm” 
color keyed to fashion 








No. 8883 “Denezia 


Continental flair 


Each design available in fashion keyed 
colors—Parma Violet... Topaz...New 
Leaf Tones. 

The size is 48” x 96”. Order for your Spring 
Fashion Promotions today... . specify color 


please. $15.95 each; $159.50 dozen. 


No. 8885 : : 

( *) 
Beautiful sculptured dimensional detail. Tu lerieg 
Created in vacuum formed plastic. Easy to 
finish or antique. 7’ high x 16” wide. 


Price ... $19.95 each; $199.50 dozen. 


wi. Stensgaard 


¢.# eas ; . 
chee ee _ and Associates, Inc. 
Column : on your letterhead : =e . 
346 N. JUSTINE ST. CHICAGO 7, ILL. 


No. 5730 Write for cur new Decorative Catalog 


Penaissance 


1931-1961 
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THE COVER 

Much interest was created when Peck 
& Peck Utilized these dramatically dif- 
ferent skirt and blouse forms and flexible 
headless mannequins in a recent window 
of their Fifth avenue store in New York 
City . . . David J. Cramer, head of dis- 
play for the entire chain, spearheaded 
the venture with the assistance of the 
local staff . . . These versatile display 
aids, favorites in Europe for several 
years, have only recently been intro- 
duced here. 


OUR NEXT ISSUE 

Winners of DISPLAY WORLD's Inter- 
national Display Contest will be an- 
nounced in the February issue, with the 
major editorial space devoted to repro- 
duction of the winning displays in all 65 
categories ... It can be safely claimed 
that this issue will be a valuable perma- 
nent record of the best that was accom- 
plished throughout the world in display 
during 1960 . . . This is in addition to 
our regular editorial features, sketches 
and articles . . . in the mails Febru- 
ary 20. 


. 
SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U.S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 


DISPLAY WORLD 





AMERICAN 
BEAUTIES 
FOR A 
HARRODS 
STORE 

IN BRITAIN 


Mary Brosnan mannequins chosen 
by Rackhams Limited of Birmingham, England 


Early in World War II, the century-old store of 
Rackhams Ltd. suffered severely in three Nazi 
bombings of Birmingham. 


Today Rackhams Ltd., now of the Harrods 
group, is carrying out a nine million dollar 
expansion program. We have been asked to 


supply nearly 200 Mary Brosnan mannequins 


for their great new store. 


These Mary Brosnan beauties will be identical 
with those shown here by Saks-Fifth Avenue, 
Lord & Taylor, B. Altman, J. L. Hudson, Mar- 
shall Field, The May Co., Bullock’s, J. W. Rob- 
inson, and scores of other great stores across 


the nation. Evidently the American influence 





is now strong in the British Isles. 


D6WN ass 


498 Seventh Avenue, New York 18 

Mary Brosnan mannequins ¢ Durabelle mannequins 
Patina forms, Lumilite displayers, 

imaginative novelties. 




















CLASSIFICATIONS 


Women's Dresses 
Women's Blouses, Sweat- 
ers, Sportswear 
Women's Coats, Suits 
Furs 

Bridal Displays 

Millinery 

Lingerie 

Foundation Garments 
Women's Shoes 
Women's Hosiery 

Bags, Gloves, Accessories 
Cosmetics, Perfumes 
Women's Bathing Suits, 
Beach Wear 

Women's Evening Wear 
Mother's Day Displays 
Children's and Infants’ 
Wear 

Teenage Apporel 

Men's Clothing 

Men's Shirts, Neckwear 
Men's Hats 

Men's Shoes 

Men's Robes, Pajamas, 
Underwear 

Men's Evening Wear 
Men's Sportswear, Bath- 
ing Suits 

Father's Day Displays 
Yard Goods, Curtains, 
Draperies 

Notions 

Linens, Bedding 
Furniture 

House Furnishings, Rugs 
Paints, Wallpaper 
Jewely, Watches 

China, Glassware, Silver- 
wore 

Toys 

Luggage 

Sporting Goods 

Musical Instruments 
Phonographs, Records 
Radios, Television Sets 
Office Equipment, Sup- 
plies 

Books, Greeting Cards 
Stationery 

Drugs 

Groceries 

Candy, Nuts 

Liquor, Bottled Goods 
Hardware, Garden Sup- 
plies 

Auto Showrooms 

Major Appliances 
Minor Appliances 
Utility Service 

Bank, Savings Institution 
Photographic Equipment 
Travel Displays 

Exhibit Booths 

Floats 

Spring-Easter Promotions 
Style Show Settings 
Civic, Institutional 
Thanksgiving, Independ- 
ence Day Displays 
Special Event Promotions 
Christmas Institutional 
Christmas Merchandise 
Christmas Interior 
Christmas Exterior 
National Advertiser's 
Display Units 
Miscellaneous 


Be among the 


first to enter... 
The New 1961 
International = Xi 


29. 


DISPLAY CONTEST 


DISPLAY WORLD'S big contest for 1961 is now underway. Decide now to take 
part. There are 65 merchandise and service classifications, and every displayman 
is eligible for the plaques and medal awards. This Thirteenth International Display 
Contest — with 210 awards — will continue to prove an incentive to still better 
display throughout the world and to reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that this recognition of meritorious work will 
benefit the entire profession, and we view it as one of our obligations to the field 
we serve. All displaymen are invited to participate. There are no restrictions. 


Top awards will be beautiful gold, silver and bronze plaques, and there will be gold, 
silver and bronze medals presented in each of 65 classifications covering every type 
of merchandise. In addition, a gold medal will be awarded each month for the best 
display entered in the contest during that month. Thus there will be a total of 


210 awards. 


Every displayman, no matter where, is invited to participate in this contest. There 
are no strings attached, no entry blanks, no slogan-writing; nothing is required but 
good displays. Read the rules carefully and get your entries started today .. . and 
keep them coming. The more entries submitted, the better your chances for 


international recognition. 








Any displayman in the world may enter this con- 
test; it is not necessary to be a subscriber to 
DISPLAY WORLD. 

All entries must be of displays installed during 
the year 1961, except those 1960 displays received 
after the December 31, 1960, deadline. 

Entry is by means of one or more unmounted 
black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 

Each photograph must be clearly marked on the 
back with the name of the entrant, store, city, and 
contest classification: Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 
All entries become the property of DISPLAY 
WORL 


. All entries must be sent to Cou. st Editor, DISPLAY 


WORLD, Cincinnati 1. 
Entries may be submitted at any time. All entries 
received during a given month will be judged for 


. The entry judged best in its classification will re- 


the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 
than December 31, 1961. Entries received after this 
date will be entered automatically in the 1962 
contest. 

ceived 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annua! awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 
final. 


. In case of a tie, duplicate awards will be made. 











Mail Your Entries to Contest Editor 


DISPLAY WORLD 


Cincinnati 1, Ohio 


DISPLAY WORLD 
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Breaks — PRICE Barrier! 


with the NEW White-White Sculpt-O-fab and 
Light Grey Sculpt-O-fab 


THIN WEIGHT SCULPT-O-FAB MEDIUM WEIGHT SCULPT-O-FAB 


Formerly Formerly 
$2510. $1.70 Vi. $2.9570 $1.95 Yd. 


Your Choice of White-White or Light Grey Sculpt-0-fab— 
approximately 46° to 49° Wide 


NO MESSY HANDS with White-White Sculpt-O-fab — because 


| it doesn’t soil. 
NEEDS NO PRIME COATS — because it dries white. 
FASTER DRYING — BETTER BLENDING — EASIER WORKING 


— MORE ECONOMICAL. 
SCULPT-O-FAB is sold only as a first quality fabric. We do not sell seconds, 


substandards or inferior merchandise. 


DIP IT! SHAPE IT! CAST IT! DRAPE IT! 


The Improved Versatile 
For Every Display 
or Marine Use 
pat. OFF: and Extra Mild, Fast-Drying 
BW 4 Star *¥*%* Activator 


Sold with a Money Back Guarantee... If you 
don't agree it's the best... Return it Collect. 


“SCULPT-O-FAB" and B W 4 Star is easier to handle... has its own built in adhesive... 

and blends better, because it has more stretch... dries in 30 minutes to a shell like hardness .. . 
Lightweight ... waterproof ... weatherproof... unbreakable. 
Versatile "SCULPT-O-FAB" is also used in the marine field; for decking boats and waterproof 

Sold to the display field or marine field at no change in price. 


seams 


ing hulls, from prams to ocean liners ... 


Only “SCULPT-O-FAB" can advertise these claims 
ORIGINAL DISTRIBUTORS OF COLLOID TREATED FABRICS FOR DISPLAY USE 


7 i] 156 7th AVENUE, 
— NEW YORK 11,.N. Y. 
en alters INC. 2 ist 














Prevent Fade Damage 


with New SUN-X Glass ‘Tinting 


Now you can economically stop costly fading of 


display merchandise . . . and add striking new beauty 
to your merchandising windows. 

New Sun-X Glass Tinting, a liquid-plastic dis- 
covery by Du Pont, makers of “Better Things For 
Better Living ... Through Chemistry,” gives you 
positive, all-day sun control without any effort on 
your part. It effectively prevents fade damage to 
your valuable merchandise by eliminating up to 
99.5% of the sun’s fade-causing ultra-violet rays. 

New Sun-X Glass Tinting is applied without 
spray or splatter to your existing windows by a 


unique miracle-flow process. It bonds tightly and is 
guaranteed in writing not to chip, crack or peel. 
No maintenance is required — you wash Sun-X 
tinted windows in the usual manner. 

Available in your choice of 11 distinctive colors, 
Sun-X Glass Tinting gives you the distortion-free 
appearance, the trouble-free convenience of expen- 
sive factory-tinted glass at a fraction of the cost. 

Get more value from your display windows by 
making them more attractive, more useful, and less 
costly with new Sun-X Glass Tinting. Send for your 
free copy of “Solve Sun Problems with Sun-X.” 


-—---~- Oe ee ee eee 


AMERICAN GLASS TINTING CORP., P. O. Box 6565, 
Houston 5, Texas 


Please send free copy of “Solve Sun Problems with Sun-X.” 


manufactured by Bu Pont 


NAME 
COMPANY 
ADDRESS__— 
a 





INTERNATIONAL DISTRIBUTORS 


GLAS SS TINTING 
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AMERIC, na 
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HOUSTON , TEXAS 








4125 RICHMOND AVE. 
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MODEL M-1448 (sHown seLow 
PRINTS ALL SIZES UP TO 14" x 48" 


— ee 

we Ww 

28} S/GNPRESS” rrcaruring — “MAGNETIC” TYPE LOCK-UP 
SHOW CARD AND POSTER MACHINE GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


za Feats?! SPEED----SIMPLICITY 
LOW OPERATING COST----LONG LIFE 


NO MODERN STORE IS COMPLETE WITHOUT A 
SHOW CARD PRINTING MACHINE! 


PATENTS APPLIED FOR 





MODEL "'M"—Using regular printers’ 
metal and wood type. 


MODEL "B''—Using rubber type. 


e BOTH MODELS MADE IN 3 SIZES 
e COMPLETE UNITS FROM $158 UP bi re Palit 
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FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE LE PR 
_cigtettt! 28 eal 


DISPLAY EQUIPMENT CO. 
BOX A-146 ADRIAN, MICH. 


New, Enlarged DISPLAY WORLD Binder 


© fasily holds 12 copies @ Keeps copies clean @ Handy for reference 
$3.00 each postpaid 


Exchange regulations permit the acceptance 
UNITED STATES ONLY. ° ° ° ° 
DISPLAY WORLD, Cincinnati 1, Ohio 


of orders for the 
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IN ALL THE WORLD NO MANNEQUINS 


Created by Italy's foremost crafts- 
men, Rosa Mannequins are the ulti- 
mate in high fashion and beauty. 
Literally hundreds of types and fin- _ 
ishes .. . they will create a new fever — 
of excitement for your windows! sg. 


Photographed in our 
newly remodeled 
showrooms in Los An- 


SEE THEM NOW AT 


PACIFIC PROMOTIONS 


1360 SO. FLOWER LOS ANGELES, CALIF. 
Also at 


ZARIA DISPLAYS 


NEW YORK, N. Y. 


JANUARY, 1961 
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Editors Comment 


\ 





The National Association of Display Industries has taken a giant 
step towards putting aside its collective crying towel and doing 
something about spreading the word that BETTER DISPLAY SELLS MORE 


MERCHANDISE. 


The first step was taken a little over a year ago when it began 
a series of promotional brochures directed to top retailing executives. 
The third was sent out only recently and its message is repeated in the 
NADI Newsgram in this issue. This program will be continued along the 


same lines. 


Another recent stepis the hiring of a competent public relations 
firm to publicize the vital message of display's value to retailing. 
An effective publicity program can do immeasurable good for the industry 
and profession. We hope the industry will have foresight and patience. 
Publicity is a long-range promotional effort and must be given a chance 


if it is to succeed. 


Other equally far-reaching steps were suggested during an exchange 
of comments at an impromptu breakfast during Spring Market Week attended 
by a small group of top display directors and the public relations 
committee of NADI. Tossed into the idea hopper were such suggestions 
as: 1. Seminars to be conducted during future market weeks for the 
exchange of ideas between displaymen and the industry. 2. Speeches by 
former displaymen who have risen higher in the retailing or business 
world; these to bemade before displaymen as well as other retailing 
meetings, fashion groups, etc. 3. A statistical research study into the 
attraction and selling power of display, possibly less academic than 
that conducted by NADI and New York University in 1949. 


This NADI committee and the public relations firm certainly have 
some worthy suggestions to work on. Although it is understood that 
there will be another similar meeting of displaymen with the committee 
at the next market week, we see no reason why some of the ideas could 
not be put into operation almost immediately, without further 
discussion. Such talkhas been going on for years; now is the time for 


action. 


The industry has been habitually side-stepping its responsibilities 
by leaving the improvement of status of display -- and displaymen -- up 
to the individual. Many displaymen have gained recognition through their 
own efforts, and their displays reflect this achievement. However, the 
opportunity is here for displaymen and the industry to work together 
towards a broader accomplishment of these common goals. 


As most of our readers will receive this issue prior to Christmas, 
the entire DISPLAY WORLD staff wishes to convey to everyone its best 
wishes for a very MERRY CHRISTMAS and a HAPPY NEW YEAR. 


Cordially yours, 


Oat 2 Lesgye 











HOLIDAY IN ROME 
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MAGNIFICENT ROMAN GARDENS 


COME TO WEST STREET 
AND SEE THE GARDENS OF THE WORLD 


The HEDGES, TOPIARIES, PLANTS, FLOWERS, TREES, Vy 
and SHRUBS found in the gardens of the world can be seen 
during your New York visit... at our beautifully enlarged 
Showrooms ...a complete garden setting ... or do it your- 


self with the huge variety . . . and all budget priced. 


DECORATIVE PLANT CORP. 


136 WEST 24th STREET, NEW YORK, N. Y. 


MARKET WEEK REPORT: 





It'll Be a Boutique-ful Spring! 


Prices up . . . Budgets down . . . Buying 

Erratic: That is the unflavored story of 

NADI's Spring-Summer Show . . . But the 

scene was anything but dismal as enthusi- 

asm was high for the original and high quali- 

ty lines . . . The Springtime in Rome theme 
was handled to perfection 


PRING will find stores throughout the country placing strong 
emphasis upon the look of authenticity. The imitation that 
looks imitation just wasn’t getting admiring glances from dis- 
Spring Market 


| 


playmen and jobbers visiting the just-concluded 
Week in New York City. 

This applied not only to flowers and foliages but to wood and 
metal displays rs, plastic and rubber props, background screens and 
panels and the other seasonal display items. 

he visitors to the annual December event sponsored by the 
National Industries were particularly at- 
tracted to 
w (Classic ruscus arches, 
plastic tohage 
% Single potted manzanita branches with natural realistic blossoms 
and toliage—not artificial looking in the least. 
*% Animated bunnies for Easter display but that can be re-cos- 
tumed and placed in new settings for re-use as Christmas display. 
*% Mannequins in every pose and appearance imaginable, including 
the sultry sirens who will enhance the coming spring fashions. 
% lower garland—again stressing the natural—for use in inter- 
OTS 
*% Ornate authentic period displayers and fixtures as backgrounds 
for fashions as well as for use in the current rage of boutique 
These must be sturdy and versatile to 


Association ot Display 


hedges and columns in both natural and 


shops in the larger stores 
stand repeated use 

% Really original ideas for Valentine’s and the other special days 
and there were very tew to see. 

import promotions—but 


ot spring and summer 
% Props and materials 
they'll be called anything else but “import fairs.” 
% \ersatile low-heat 
store windows as well as modernization. 

Many of the 80 exhibitors were apologetic about the incomplete 
lines they were forced to bring to the show because of the early date 
Christmas orders that tied up their design 
Most of the larger houses admitted 


adaptable tor 


lighting equipment for installation in new 


the unusually late 

nd production departments. 

that the lines their salesmen will be selling in early January will be 
re extensive and diversified. 

Displaymen and jobbers were quite active seeing and buying 

show, while the exhibitors and their 


+ Ss Thmrpe Pp 
I { rit St LirTee 


days ot the 


representatives might just as well have closed up the last day 
and a half. 

Displaymen were quite sympathetic to the problems of the ex- 
hibitors and joined them in hoping for a later date next December. 
Most are in agreement that a December 10 opening date would be 
soon enough. In addition to allowing display firms more time to 
prepare spring lines, displaymen wish also to be able to see the 
traditionally outstanding animated displays of the New York 
stores and other local Christmas attractions. 

Prices of most display materials are about five to ten per cent 
higher than last December, with higher wages being blamed for 
the increase. On the contrary, some imported plastic flowers and 
foliages were at the lowest price ever. Prices of mannequins and 
permanent-type fixtures were steady. 

Although there was considerable talk of lower display budgets 
by about the same percentage, it is not true as a whole. 

Expenditures of larger chain department stores are only slightly 
affected. It is the independent and smaller merchants who are 
tightening purse-strings for spring. 

On the fifth floor was the Photo Galleria where 77 photos of 
spring displays from 41 display directors were judged by fellow 
Top winner in the contest sponsored by NADI was 
George K. Payne, display director of Woodward & Lothrop, Wash- 
ington, D. C., who received $300. Second prize of $200 went to J. 
Howard Schneider, display director of The Crescent, Spokane. 
Third prize of $100 was won by Michael Ciliberti, display director 
of The Blum Store, Philadelphia. The next seven prizes of $50 
each went to the following (in alphabetical order): Joe V. Cooper, 
Armstrong's, Cedar Rapids, lowa; Adrian Delsman, Famous-Barr, 
St. Louis; Charles Ellis, McCurdy’s, Rochester; John Saporita, 
Gimbel’s, New York City; G. E. 


displaymen. 


Satterlee, Stix, Baer & Fuller, St. 
Louis; A. Van Hollander, Gimbel Bros., Philadelphia, and E. L. 
Vollmer, Joseph Horne Co., Pittsburgh. 

Six drawings were made for Caffe Vivo coffee 
sets. Winners were: Glenn Kickel, Marston’s, San Diego; John 
Krochmal, The Sample, Inc., Buffalo; John A. Manning, Kirven’s, 
Columbus, Ga.; R. E. Moriarity, M. E. Moody Co., Dallas; Al 
Rosenbaum, Fix-Play Displays, Birmingham, and Don Weaver 
Boston Store, Milwaukee. 

Displaymen and exhibitors were vocal in their approval of the 
manner in which the Springtime in Rome theme was carried out 


espresso 


in all facets ot the show. 

Our congratulations to NADI Managing Director Gabriel M. 
Valenti, President Edgar Moser, the market week committee and 
market week regulations committee for the exciting and efficient 
handling of the. entire affair, which sets a high standard to aim for 
in the future. 


—At left, Monsignor J. Pat- 
rick Carroll, who heads Boys 
Town of Italy, receives a dona- 
tion from G. M. Valenti, man- 


aging director of NADI 


The check to Boys Town of 
Italy was based on coins cast 
into the fountain as part of 
the lobby decorations at the 
New York Trade Show Build- 
ing during Market Week— 


MORE ON MARKET WEEK 
ON FOLLOWING PAGES. 


UUM LL LLL LLL LLL LLL LLL LLL 


—Everett W. Quintrell, display director of Elder & Johnston Company, Dayton, Ohio, 
gazes happily at the two tickets that will take he and his wife, Ruth, on a jet flight 


to Rome around the middle of April... He is 


working with his local travel bureau 


to see if the trip can be adapted to a 15-day tour of London, Paris as well as Rome 
.«» This was the top prize offered by NADI, in cooperation with Alitalia Airlines, in the 


drawing held at Market Week— 














MARKET WEEK 
Candids 


—DISPLAY WORLD's camera catches glimpses of Spring Market Week 
participants . . . (Photos identified clockwise from top left and from 
left to right individually) @ Miss Faye Feldman, Faye Perm Displays 
Ltd., Montreal, Canada: Sam Rosenthal, Thai! Plastics & Metals Co.: 
Morton Green, Faye Perm Displays Ltd. @ Herb Raynaud, Neiman- 
Marcus, Dallas; Miss Cecilia Staples, Cecilia Staples, Inc. @ Curt 
Wehmueller and Sam Keenan, Stix, Baer & Fuller, St. Louis: Gilbert 
Weinberger, Met-Wood Fioral Mfgrs. @ David B. Sloan, D. & M. Sloan, 
Inc.; W. E. Bledsoe, Vibrite Corp., Milwaukee: Michael Sloan, D. & M. 
Sloan, Inc. @ J. T. Sjursen, Frederick & Nelson, Seattle: Max Mayer, 
The Greneker Corp. @ Myer Herzberg, LNE Display Service, Norfolk, 
Va.; Melvin R. Remus, Ferro Craft @ George Ritter, Shusters, Milwaukee: 
Werner Lewy, Austen Display, Inc. @ Ben Walters, Ben Walters, Inc.; 
Al Proom, Gump's, San Francisco @ Reed Schuster, Cappel Display, 
Cincinnati; Ed Doerr, Doerr & Assoc.; Joe Cappel, Cappel Display e 
Harold J. Halzel, Crown Displays, Inc., Providence, R. |. @ Sal Lom- 
bardo, Lombardo & Co. @ Earl W. Gasthoff, E. W. Gasthoff Company: 
Richard Jericho, Lane Bryant, New York City @ Mrs. Mary Field, Wire 
. Field Specialties, New York City; Bill Bailey, C. H. Williams, 


‘> Charlottesville, Va. @ Bob Lukins, Empire Disp. Mfg. Co., 


© City @ Robert E. Miller, Hahn Shoe Co., Washington, D. C.; Fred 
Reynolds, Ted Somerville, Reynolds Printasign Co.; Bill Wyatt, Hahn 
— Shoe Co. @ Bud Bolton, Emil Corsillo, Inc.; Ruth Gussow, Nat Siegel, 
; Nat Siegel Assoc. @ Melvin Frederick, McAlpins;: Bernie Staadaker, 
+ Coior Brite Displays; Jim Helbling and Louis Vilimas, Pogues; all of 
| Cincinnati @ John Crucilli, Macy's, Parkchester, N. Y.; Norman Glazer, 
Empire Disp. Mfg. Co., New York City; Miss Gloria Valenti, Commercial 
= Studios, New York City @ Irving Pearl, Decorative Plant Corp.; Alfred 
Kay, Miss Doris Wesson, Sak's 34th St.. New York City @ Arthur 
Schafler, Marty Renner, Seymour Kanlan, all of Maharam; Dick Simison, 
Broadway Stores, Los Angeles; Jerry Negrin, Miss Demi Zeigar, 
Maharam @ Mark Wohlwerth, Amplex: Fred Yost,.Wanamaker's, Phila- 
deiphia: Bob Freeman, Amplex @ John D. McCarter, Decorative Plant 
Corp.; Charlies Booton, Bob Petersen, Rich's, Atlanta @ H. Herman, 
Ormand Shops, New York City; Erich W. Hallback, Denholm McKay 
Co., Worcester, Mass.: Harry Kochman, Decorative Creation & Art 
Flower Co., Inc. @ Jerome Rakow, Mrs. Robert W. Bates, Martin L. 


: Feth, Mr. Bates, all of England Bros., Pittsfield, Mass. @ Werner Leburg, 


Decorative Creation & Art Flower Co., Inc.; Werner Joseph, Nyden's, 


| Bridgeport, Conn.; Martin Schioss, Decorative Creation & Art Flower | 


Co., Inc. @ Al Pierotti, Titche-Goettinger, Dallas; Steve Carano, Tero, 
Inc. @ Bill Hinson, Bulkley Dunton & Co., Inc.: Elliott Becker, Becker 
Sign & Supply, Baltimore; C. G. Woelky, Bulkley Dunton & Co., '1c. © 
Mr. and Mrs. George Zafero, Zafero Studios, Inc.; Charles Nelson, J. L. 
Brandeis, Omaha, Neb. @ George Gardner, H. S. Barney Co., Schenec- 
tady, N. Y.: Robert Fabian, Mr. and Mrs. W. R. McDowell, Miss 
Barbara Tice (seated), all of Belk's, Greensboro, N. C. @ Willie 
Kickirillo, Garrison-Wagner; T. A. Brown, Daniels Jewelers; Lansing, 


Mich. @ Stanley Thompson, May & Co., Los Angeles: Louis Stutz, Stutz % 


Studios, Los Angeles; Sid Diamond, Bliss Display Corp.— 
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At NADI General Meeting 





Public Relations Program 
Sparks Display Promotion 


—At a pre-Market 
Week press luncheon 
held in New York City 
by the public relations 
committee of NADI, 
members of the com- 
mittee answered ques- 
tions concerning the 
current status of display 
in retailing and forth- 
coming trends . 
Committee members 
are Chairman Sylvan 
Freund, Max Mayer, 
Lewis Rosen, Ted Col- 
ombo and S. D. Chair- 
man Others par- 
ticipating in the panel 
were NADI President 
Edgar Moser and NADI 
Managing Director Ga- 
briel M. Valenti— 


status of maturity has been achieved 
by the National Association of Display 
Industries by embarking upon a public 
relations program under the well-known or- 
ganization of Bell & Stanton, Inc., with Ed 
Stanton, in charge of this activity. This 
added to the continuing direct promotion 
program under the direction of Nathan Sil- 
verblatt, manager of DISPLAY WORLD, 
should have quite an impact in retail circles 
in bringtng about a better evaluation of the 
display medium in modern merchandising. 
This two-pronged stimulant has been late in 
jelling and the association can now have a 
feeling of adequacy in carrying on the work 
which is its prime obligation to its member- 
ship. 

The held its semi-annual 
meeting of the board of directors on Thurs- 
day evening, December 1, followed by the 
general membership meeting the next eve- 
ning, both at the Hotel New Yorker. 

Edgar Moser, president, presided at both 
meetings and forcibly emphasized the basic 
purpose ot the and its fulfill- 
ment by embarking on the public relations 
program above noted. Then followed the 
reports of the various committees, of con- 
siderable note being that of the treasurer 
showing the association in a solid financial 
condition with adequate funds to carry on 
the new work undertaken in both public 
relations and direct promotion. 

Of unusual concern were the dates for the 
annual December Market Weeks, showing 
a concensus of opinion that they should be 
held in the week in which the tenth of the 
month occurs. The prior week is considered 
totally unsatisfactory because so many of 
the industry find it impossible to prepare 
complete spring lines by that time and the 
later week is too near Christmas to induce 
attendance. From an attendance 
standpoint also the first week in December 
is too early to view the major Christmas 
display installations by the famous New 
York stores. A committee consisting of 
Sylvan Freund and George Silvestri was 
appointed to work this out with the man- 
agement of the New York Trade Show 
Building. 

(Gabriel 


asst ciation 


association 


a large 


Valenti, managing director, re- 
ported on the progress of the association 
and his fine work won the commendation 
of the membership and his reappointment to 
his office for the ensuing yar. 

Th meeting was well attended and showed 
a spirit of togetherness that points to con- 
tinued growth and influence of the 
ciation. 


aSso- 


—NADI's Roman signorinas gathered around during the 


drawing for the prize trip to Rome. . 


In the back- 


ground stand the Carabiniere Guard, who welcomed 
visitors, and the hurdy-gurdy player who added further 
to the Springtime in Rome theme of the show— 
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—Seated left to right at the head table (across top of these pages) during the General Meeting of NADI held prior to Spring Market Week were: 

Walter Sturm, R-Tex Company; David Opperman, Columbia Display Material Co.; Phil Weinberg, Thall Plastics and Metals, Inc.; Jerry Denton, Ferro 

Craft; Nathan Silverblatt, DISPLAY WORLD; Ralph W. Adier, D. G. Williams, Inc.; George Silvestri, Silvestri Art Mfg. Co.; Sylvan Freund, 

Decorative Plant Corp.; Earl W. Gasthoff, E. W. Gasthoff Co.; President Edgar Moser, Allied Display Materials, Inc.; Thomas Hughes, Garrison- 

Wagner Co.; C. G. Woelky, Bulkley Dunton & Co.; James R. Nesbit, Nesbit Industries; Bernard Schwartz, Bernard Schwartz & Co.; Gordon Keith, 
Gordon Keith Originals; David Sloan, D. & M. Sloan, Inc.; and Gabriel M. Valeinti, executive secretory.— 


—Shown below are the members of the National Association of Display Industries seated at their tables during the General Meeting of NADI held 
at the Hotel New Yorker on December 2 @ FIRST ROW, TOP TO BOTTOM [All persons identified clockwise from left to right): Lillian Sturm, R-Tex 
Company; R. A. Ohlhorst, Jr., R. A. Ohlhorst; Mr. and Mrs. Homer Guck, DISPLAY WORLD; James Branch, Display Magazine; Edward A. Lee, W. L. 
Stensgaard and Associates, Inc.; Mrs. J. R. Nesbit, Nesbit Industries, Inc.; Mr. and Mrs. William Price, Rip Studio, Inc.; and Ronald Kowalski, RKS 
Industries @ Joseph DiGrazia, Display Associates, Inc.; Sal Lombardo, Lombardo & Co.; Noel J. Lituchy, Noel Mfg. Co., Inc.; Mrs. Bernard Schwartz, 
Bernard Schwartz & Co.; Ted Key, Creative Promotions of California, Inc.; Robert Lukins, Empire Display Mfg. Co.; Joseph Helft, United Artificial 
Fruit Co. and Sargent Gerke Co.; Mrs. Sal Lombardo; and Rocco Scarano, Regal Flower & Display Company @ Mr. and Mrs. Angelo R. Puddu, 
Puddu and Martinelli; Eugene Dworkin, Arthur Mendelsohn and David W. Rycroff, all of Northcraft Lighting Corp.; H. Stern, Park Lane Fabrics; 
Bernard Barondess, Gustave Rubner; and Arthur Maharam, Maharam Fabric Corp. @ Irving Sloan and Albert W. Sabel, both of Ev-Ready 
Advertising; Phil Walsh and Jack Olt, NADI; Bill Hinson, Bulkley Dunton & Co.; and Norman Ginsberg, Dismar (Display Marketers, Inc.) @ 
SECOND ROW, TOP TO BOTTOM: Mr. and Mrs. G. R. Bolton, Emil Corsillo, Inc.; Henry A. Riel, Roy H. Tellefsen and Alex Hart Green, Show- 
card Machine Company; George Pollack, Madisonia Manikins, Inc.; Edward Hammer, Kurt S. Adler, Inc.; R. E. Marcus and Louis Marcus, J. P. 
Denton Co.; and Arthur Zelniker, Economy Cover Corp. @ O. Sandelowsky, Austen Display, Inc.; Bud Rosen, Resident Display, Inc.; Mrs. Sylvan 
Freund, Decorative Plant Corp.; M. Sanderson and Martin M. Pegler, Resident Display, Inc.; Jerry Schoenfeld, Leo Prager, Inc.; and Siegfried Lieb- 
mann, S. Liebmann Studio @ THIRD ROW, TOP TO BOTTOM: Richard Ribner, Decorative Novelty Co., Inc.; Larry Charrot, L. J. Charrot Co.; Dave 
Starkman; Nat Siegel and Ruth Gussow, Nat Siegel, Inc.; Phil Gray, Schack's, Inc.; and Arnold Pierson and S. D. Chairman, Duplex Display & Mfg. 

Co. @ Gordon Price, Kalmo Textiles, Inc.; 

Monte Seewold, Decorative Novelty Co.; 

Mark Wohlworth, Amplex Corp.; Joseph 

Sylvor, Sylvor Company; Samuel Gilinson, 

Chic Display Co.; Benjamin Wolburg, Bona- 

fide Display; Mr. and Mrs. Harry Menzin, 

Arts & Flowers Displays; and Percy Wisoff, 

Decorative Novelty Co. @ David Stempler, 

United States Display Co.; John F. Gast- 

hoff, Jr.. Gasthoff Mfg. Company; Mr. and 

Mrs. Walter Spaeth, Spaeth Displays, Inc.; 

Theodore F. Brunn, Brunn & Bertheim; Max 

S. Mayer, The Greneker Corp.; Ted Col- 

ombo, Zaria Displays; Irving Galfund, Jay 

Gee Studios; Erwin Reiser, Goldsmith and 

Sons; and Charles S. Waldman, Standard 

Fixture Co. @ Michael Halpern, Lico Dis- 

plays; Irving Silverman, National Form & 

Fixture Co.; Aaron W. Berman and Seymour 

Berman, Aarving Displays, Inc.; Joseph 

Drucker, Frankel Associates, Inc.; Mac 

Strumf and Bernard Lubow, Kenbury Glass 

Works; Bea O. Rosenthal and Henny Ross- 

ner, Mileo Mannequins. 





LORD & TAYLOR (right) 
Paul Vogler 

' Santa, dont bother with that 24 karat thing. I just got a 
peak at Lord & Taylor’s lingerie on The Fourth Floor. 
Sylvia Pellar designed this collection just for us.” Paul 
Vogler should be as proud of this one as the young ladies 
(mannequins isnt the word) are oi their fluffy excursions 
into Sleepsville. The tapestry on the rear wall gave a lux- 
urious green teeling to the scene. The relaxed lass at the 
tar right was nestling on a bed of roses. At the left: “Our 
Christmas angels wear slippers from The Fourth Floor.” 


Holiday Anticipations 
Along Fitth Avenue 


By RAYMOND MASSEY 


Fire MOORE, display director of Bonwit Teller and Tiffany's, is one of 


the most interviewed displaymen in captivity — maybe the most. The 

latest feature, with a portrait, is in the December issue of House 
Beautiful. By calling attention to what goes into creative display, this sort 
of coverage boosts every member of the industry. And high time. Two 
examples of the Moore approach are presented this month. By the bye, a 
lady called to ask what the "meaning" was of the bags in Tiffany's windows. 
“Read the House Beautiful story," she was told. ‘Then you'll understand." 
. .. As noted elsewhere in the last issue, John E. Quinn is Bergdorf Good- 
man's new display director. Congratulations . . . "Who you shooting for?" 
we asked the wind-blown photographer in front of a 10 o'clock-at-night 
Macy's. "The Daily News. They're putting out a supplement on Christmas 
displays. Full color, —all that. It's cold out here.” It was. 


PECK & PECK (right) 
David J. Cramer and Raun James 
“This diamond is a girl’s best friend’— 
the diamond in which the Peck & Peck 
logo appears—is a handy slogan tor getting 
in institutional sell along with a specific 
seeing-is-believing pitch for all sorts of 
merch. Here, with holiday-anticipating red 
in abundance, familiar gold trames created 
the impression that the dresses and acces- 
sories would feel at home in the shopper's 
wardrobe. Another approach to showing 
this much merchandise might have resulted 
in a cluttered, busy look; this one missed 
the clutter and hit its mark. To add a 
really human touch, stuffed animals ap- 
peared as not-so-strange bedfellows 
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TIFFANY'S (left) 


Gene Moore 


“We're going to do paper bags,’ Gene Moore said one morning—and how they 
did them in all of Tiffany’s windows! Conceived as a sharp contrast to the elaborate 
Christmas windows scheduled to follow the series, the penny-candy bags are the 
same ones Union Bag sells millions of every year. In this window, suspended jewelry 
was lighted with blue filters and set off by a white, amber-spotted background. Baby 
spots sans filters (a rare occurrence at Tiffany's) were used to intensify the yellow 
of the white. In other windows, jewelry was pinned to bags, earrings were piled on 
sand-filled bags, dummy liquor bottles were placed in regular grocery sacks. In one 
Fifth avenue window, the bags were shown in the bound stacks they arrived in,— 
“Hmm ... Let’s leave ’em that way.” Bob Silvester called attention to the series in 
his Daily News column: Have a bag of these, a bag of those. (Quotes courtesy ot 
Ron B. Prybycien, assistant display director.) 








SAKS FIFTH AVENUE (left) 
Henry F. Callahan 


To show its “display of Southern Lights—our heavenly handmade 
Madeiras,” Saks elevated this red-clad miss (and several of her peers) with 
an unusual prop. A wooden frame covered with black velveteen served as 
the foundation for a white glass panel on which a multi-colored, freelanced 
design had been superimposed. Striking effect. 


BONWIT TELLER (right) 


Gene Moore 


Max Hess, the president of Hess’s, Allentown, Pa., who's proud of having 
the “nearest thing to being ‘live’ mannequins” (see “Display ... On and 
Off the Record,’ last issue), has some competition from this more-than- 
comely miss. Like the droawsy-eyed Bonwit belle seen a couple of issues 
back, she’s the type—or one of the types—for whom this sort of something- 
more-comftortable was invented. And now better to set her mood—and a 
vicarious buying atmosphere—that these cellophane strips shimmered by 
tans? Elegance a la simplicity. 


FRANKLIN SIMON (right) 
Wilmer Weiss 

In keeping with the growing interna- 
tionalism of Christmas giving, Wilmer 
Weiss sent shoppers’ minds soaring Far 
Eastward with these Americanized ver- 
sions of oriental fashions. Bamboo, com- 
plemented by paper, established a delicate, 
fine-lined feeling in blue and white. The 
oriental symbols also spoke the holiday 
language. Accessory Yule tidings were 
fluffed—not heaped—in front to lead the 
eye to bigger purchases. 
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Gallery of Famous Lovers... 


Portrait of Lovers . 


e Two oval frames contain simulated cameos of two lovers about to 
kiss. 


Decorative frames are hung against a screen or wall covered with 
tapestry-design paper. 

Floating through the scene is a simulated guitar—the lover’s musical 
instrument—and filmy lingerie—the lover’s gift. 


Colors of pink and white predominate in the very effeminate setting 
that will nevertheless get the hint across to the men for Valentine’s 
Day. 





Stop! Cupid at Work... 


e Interlocking hearts are pinned to the back wall by arrows. 


e From each arrow is suspended small clear plastic boxes in 
which are displayed precious gifts of jewelry, perfume, 
cosmetics, etc. 


e All the sides of the window must be darkened to provide 
dramatic impact to the spotlighted groupings. 





Appliances Are for the Love Birds . 


e Why not build several of these love-nests to house your appli- 
ances during the Valentine promotion—in windows or interior. 


Use a variety of colorful and whimsical love-birds to attract 
attention and set the scene for a sale. 


Incant the sides inward to detract emphasis from the angular 
lines of the appliance. 














Harlequin and Columbina are presented in this one-of-a- 
series of Valentine displays. 


The subjects can be painted or paper sculpture—even pieces 
of paper glued on screens. 


Garlands of cut-out hearts fly over the scene. 











Fashions, in particular, can adapt to this setting, although 
many types of merchandise can be displayed in the series. 
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An lIdyllic Scene... 


e Panel contains scene of two lovers seated on bench, sil- 
houetted against the moon—the figures are cut from black 
paper. 

Panel is suspended by string stretched taut through small 
eye-screws to panel, floor and ceiling. 





Perfumes, cosmetics, candy and other gift items are dis- 
played on low merchandiser at window front. 


Try lighting the panel from behind for particular dramatic 
emphasis—you might even paint the scene on translucent 
plastic. 
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Say “I Love You’ .. 


& . 
e Against a giant heart constructed in a multitude of ways— ra i | 
papier mache’, decorative papers, stretched fabrics, etc., you | Hip | 
attach colorful easily-read signs saying “I love you” in several MA il 
different languages. | 








' 
if 


@e Use gay and rather feminine colors and patterns throughout. 
e Small gift items are displayed on a bench under the heart. 


An Idea Realized... 


This display was created by the writer for a 
women’s shoe shop in Paris . . . Dominating 
colors are white, blue and blue-grey ... The 
frame is constructed of quarter-inch plywood 
cuttings glued and sanded to form the deep 
relief ... A mixture of plaster, sand and 
white paint obtains the perfect texture... 
Notice the thin netting stretched taut in the 
back of the window separating the display 
from the store interior, yet still obtaining the 
effect of the open-front window. 


Gerard | as 
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on Ducks, Santa 
in Chicago Displays 


HICAGO display ranged the late fall scene covering various facets of 
interest. Two extreme opposites, Saks’ siren-ish sequinned dress display 
and V. L. & A's marshy duck hunting scene, emphasized the happy fact 
that women are women and men will be men. Many other windows promoted 
winter clothes. This may have been due to an wo tereeor urge to have 
Chicagoans warmly dressed for Christmas shopping and display viewing 


SAKS FIFTH AVENUE (above) just ahead. Field's gave a preview with a toy display. On 
lee Mente Thanksgiving Day the nationally televised State Street parade 
“Accent on Black,” the tite of this window, referred officially opened the season. 
to the dress displayed and, no doubt, the new dark-eyed 
feminine make-up. The dress was inspired by American 
designer Norell’s line. In keeping with look introduced 
by the designer, Joe Kreis applied “Norell eyes” to the 
mannequin. A red silk fringe curtain contributed to an 
atmosphere reminiscent of the Vamp Age of the 1920's. 
The window was dramatic and well done. It looked 
hack on the past without making present trends look 


ridiculous. Shoppers looked, too 


MARSHALL FIELD (right) 
Virginia Paxson and Staff 
This corner window was among the forerunners of Chi- 
agos Christmas display fantasies. It was preceded by the 
arrival at their store headquarters tor Santa Claus, Aunt 
Holly and Uncle Mistletoe. The latter two personalities are 
kield’s creations. They have become features ot window 
and interior displays 
\n imported mechanized giraffe was the high point of the 
pictured workshop display. A staff of elves, including a frus- 
trated giraffe-wrapper, was busily wrapping toys. Walls, 
ounters and shelves were rough stained lumber. Display 
les were made of brightly enameled tops set on logs made 
ot bark-covered tubes (, littering salt drifts covered the floor 
hlled every available space. Girls’ toys were near one 
vindow and hoys toys hnea©®r the other. The Ray profusion 
actually so organized that each item was clearly visible 


ssible gift suggestion 




















“Se | V. L. & A. ABERCROMBIE & FITCH (left) 
tie | Arthur Wood 
We eae? : \ duck hunter’s paradise was one of threé “Let’s 
| Go Hunting” windows. Others pictured pheasant 
and bear hunting. (The bear hunting display was 
notable for its “offstage” bear visible only in 
shadow form against a tent). Two mannequins 
represented lucky hunters who had the best of 
everything from hunting wear, skiff and a variety 
of guns to a supply of ducks. Natural preserved 
grasses and artificial grass matting provided a 
marshy atmosphere. Background was a photomural 
of a lake scene. After using the scene earlier as a 
summer background Arthur Wood did a Jack Frost 
paint job to make it seasonal. In the foreground a 
flock of decoys was led by an animated one that 
gave constant motion to the display. 
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WIEBOLDT'S (right) 
Carl James 

Fine products of other days were used by Carl James to 
promote today’s fashions. Tiffany was the leading American 
art glass in the 1890's and, as used in a background panel here, 
proved its present beauty and versatility. The white iron fur- 
niture is of Victorian origin. A monochromatic color scheme 
unified the display. Fashions, lighting and wine are keyed to 
the pale amber color of the molded glass tiles. The total effect 
implied that the dresses shown would have the enduring appeal 
ot good design. 


By RICHARD and LOIS 


HENRY C. LYTTON (right) 
G. C. Bowen 

High fashion colors, rather unusual for winter coats, were 
the keynotes for a series by Window Display Manager Bob 
Busse. Each setting had a backdrop of clear plastic in which 
was screened a Victorian vanity. Draperies were hung behind 
this tor contrast—here dull gold was used with red merchandise. 

Lytton’s windows are not large but they are versatile. Re- 
movable partitions allow them to be opened up into one although 
they are usually treated as individual units. Mr. Busse gives 
careful attention to scale (his dimensional designs shown in the 
December issue were a good example) and avoids clutter. 
These are two reasons why good display comes in small pack- 
ages at Lytton’s. 








MORRIS B. SACHS (right) 
Les Barofsky 

A note of elegance with an eye to holiday party wear and gift 
appeal concluded Sachs’ seasonal coat promotion. Silver vacuum- 
formed plastic in a wrought metal design was used as a back- 
ground. The same material framed a large mirror. Ever- 
popular mink was fteatured—in its white variation as trim on 
black coats, and in natural shades for scarf and stole. 
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By R. D. WALKER 
Professor of Art 
Paterson State College 


Paterson, New Jersey 


Displays by Levy's 


Tucson, Arizona 


—Shown 
achieved through the collaboration of Joseph H. 


above are two photos of displays 


Schwab, display director of Levy's, Tucson, Ariz., 
and Henry Passalis, his assistant and staff artist 


. On the left. the artwork for the "Stained 


Glass Reflections in Fashion" promotion consisted 
of ink drawings on muslin of six European cathe- 
drals Sections of the stained glass areas 


were appliqued with fabrics and decorative 


papers .. . On the right is a Christmas display 
The paintings, in this case The Shepherds, 
tell the Christmas story . . . Other paintings by 


Mr. Passalis told the story in logical sequence.— 





and Visual Literacy 


As today's potential customer strives for a higher level of visual 


literacy — call it appreciation of the arts or personal taste, 


if you want — there is a greater demand upon the displayman 


to be a leader instead of a follower .. . 


The proper 


meld of art and visual salesmanship is sound business, too. 


HEN we are impressed by a visual 

image, attracted by a display, cap- 

tivated by an advertising layout, 
filled with delight by any external stimulus, 
what is it? It seems to me that it 1s the 
inter-relation of parts toward one another 
and toward the whole that we are speaking 
of in these phrases. The eye perceives as 
beauty the relationship of form, line, tex- 
ture and color. The degree to which beauty 
is perceived is the viewer's degree of visual 
literacy—call it personal taste if it’s easier 
to accept by that name. 

Great literature is not great because ot 
subject matter; only a reader with ques- 
tionable criteria for evaluation would hold 
this to be true. Great music is not great 
story behind the music; 
neither does knowledge of lives of composers 
constitute music appreciation. 

Carrying this thought into the realm of 
retail display, it can be assumed that the pre- 
sentation of a beautiful dress (the subject) 
with the sign saying that it is a Balenciaga 
original (the name that neither adds nor de- 
tracts from the beauty of the dress) do not 
together constitute a great display. 
three-dimensional ccmmercial art, 
display must follow the basic rules of the 
esthetic arts, because much of the same 


because of the 


As a 


understanding beyond the superficial is re- 
quired of the consumer that is required of 
the art connoisseur. The same emotional 
elements—form, line, texture and color— 
convince a lady to buy a gown that convince 
an art critic to praise a masterpiece. And, 
likewise, and I repeat myself, the depth to 
which the woman perceives these elements 
indicates her visual literacy or personal 
taste. 

To display a stylish gown in any sur- 
rounding that does not make the most of 
these various artistic appeals would be just 
as flagrant an error in taste as for a woman 
to wear a Dior creation to a family picnic. 
Yet it is done in windows every day along 
the tashion avenues of the world. 

There is much talk of “trading up” mer- 
chandise, the building and maintaining of a 
consumer market for higher priced and 
better quality merchandise. This is a 
natural evolution that should accompany 
the higher standard of living we enjoy today. 

But there is more involved than simply 
replacing the old merchandise with the new. 
The entire concept of display must also be 
“traded up.” The housewife, who yesterday 
sought her best dress from a crowded win- 
dow jungle and found it flanked by a cotton 
housedress and a bathing suit, is now par- 
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ticular about the company her dress keeps— 
even in a display window. 

Clear-thinking people realize that sheer 
illustration of a fact or idea—or dress—is 
not vital enough to induce strong responses 
in the spectator. Visual advertising has an 
eye of its customer. Each meaningful unit 
must have an optical working togetherness. 
Here would seem to be the great challenge 
to display people—to train the eye and mind 
to see beyond the surface of visual things, 
to improve visual literacy. 

Increased buying power of the consumer 
is not an authentic barometer of public 
taste. This has been used as an argument 
by some stores for not “trading up” their 
displays along with their merchandise. Store 
management has been quoted as saying that 
dramatic fashion displays would scare away 
the potential customers among those who 
have found themselves suddenly able to 
afford better merchandise. 

However, actuality is not near as bleak as 
that. The increase in buying power of re- 
cent years has been gradual enough tor 
the level of visual literacy to keep pace. 

Other factors are also involved: 

The higher educational level of today’s 
younger white and blue collar workers has 
nurtured in them and their wives a deeper 
understanding of art. 

Increase in leisure time along with higher 
wages has permitted more people to take 
advantage of their community's cultural ac- 
tivities formerly only available to the upper 
classes. 

Visual literacy, once achieved, is never 
lost to an individual, and in today’s status- 
seeking society there is a constant striving 
in all levels, and especially the middle 
classes, for improvement in personal taste 
Evidence of this is shown by the success of 
various books and periodicals dealing with 
fashions and interior decorating as well as 
better fiction and non-fiction; concert at- 
tendance is high; phonograph record sales 
are soaring; even interest in the fashion 
pages of the daily newspapers is rivalling 
the sports and comic pages. 

Even if it were true, and it may be so in 
some areas, that public taste has not kept 
pace with buying power, display has an ob- 
ligation not to mirror current public taste 
but to transcend public taste—to act as a 
three-dimensional teacher to aid the striy 
ing consumer in self-improvement. 

There is a real question in my mind as to 
what extent display is handicapped by 
management. Does management keep dis- 
playmen from exposing the public to the 
dynamic display approach that is needed 
throughout the country? I have a feeling 
that much limitation comes from the display 
ranks. I speak of old timers bound by tradi- 
tions and youths lost in ignorance. 

[| have known several great displaymen 
who have this contemporary and forceful 
approach. Henry Passalis, the artist, has 
worked in several windows which have con- 
tributed toward preparing the way for recog- 
nition of display as a commercial art, an art 
reaching more people and understood by 
more people. I could postulate that if more 
of our qualified displaymen would work 
toward educating their peers, the manage- 
ment, and the public, display would con- 
tribute greatly to a higher level of visual 
literacy in the general public. 
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—From Levy's annual perfume-flower promotion is the display shown above 
. . . Display Director Joseph H. Schwab again used the 6- by 4-foot paintings 
of Henry Passalis to tell the story of each fragrance featured in the promotion 
. . « The sculpture used as a central prop in the display below was loaned to 
Levy's by R. D. Walker, writer of this article . . . It attracted considerable 
attention not only to itself but to the coats and suits on display.— 





MAY CO.—CRENSHAW (left) 
Don Pape 


The first inkling of Christmas appeared in this magnificent 
reminder that it is not too many weeks away. White Austrian 
drapes covered the back wall with a panel in two-tone red 
flocking of a V ictorian design on the right for an atmosphere 
of elegance in the old fashioned tradition. A huge, eight-foot, 
oval, holly wreathe with three-arm candle sconces simulated 
a picture frame for the formally attired mannequin that was 
centered in it. Gifts in Christmas wrappings by her feet was 
proof of her popularity. A round, white baroque frame carried 
the red reader with gold lettering, which was in keeping with 
the desired motif. An angel fluttered above to add to the 
spirit of the season to come. 
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W & J SLOANE—BEVERLY HILLS (left) 
James Hassinger 


The nearness of the holiday season could very well be 
responsible for this formal window of an exquisite dining 
room setting. The furniture is imported French provincial. 
A gold leat mirror frame is flanked by French panels for a 
window treatment. The rug is in gold tones. Cut glass, fine 
china and silverware on a hand-brocade table cloth created a 
table setting worthy of royalty. A lighted crystal chandelier 
overhead and furniture accessories, predominantly in gold 
and marble accents, completed this awe-inspiring scene. 


PHELPS-TERKEL (left) 
Roger Holloway 


Yachting being a year-round sport in Southern Calitornia, 
it has many enthusiasts. This permits Phelps-Terkel to 
maintain a very large department to fulfill their extensively 
varied needs. It is so complete that it is generally known as 
a yachtmen’s paradise, where one can linger for many hours 
enjoying all the newest merchandise and paraphernalia. 
Periodically a window is inserted of some of the delights 
available, as in this case where one can note everything from 
the official magazine to a water-proof chest. Keeping in the 
spirit of the window, Mr. Holloway cleverly captioned it, 
“Sea Chest”. This was done in white rope lettering on a 
navy blue background, and suspended by rope. 





BARKER BROS. (left) 
Fred Bower 

Capably dramatizing merchandise is an established tact at 
Barker Bros. In this carpet promotion, Mr. Bower made 
various designs of different samples and appointed them on 
panels to simulate art renditions. Some were even framed 
in gilded frames and suspended by brass chain from the 
ceiling. Those in the frames were in various hues of yellow 
and orange while the others were in shades of orange and 
red. The white floor covering and green plant add a note of 
freshness to the scene. 


oe 
In Los Angeles Display a 


By DICK JACHIM ~ 


HE drama of merchandising through display is a lesson in joyous 

living that many shoppers must appreciate when viewing the 

talented exhibits in the windows and interiors of the stores... 
Here, for instance, the foundation garment is treated to a romantic 
exposure palatable to anyone's views in this scene at Robinson— 
Beverly Hills . . . Rich oriental colors enhance patent leather acces- 
sories at May Co.—Los Angeles . . . Artistic renditions of carpet 
samples show that beauty of design can be developed by many 
mediums if imagination and talent exists . . . Lovers of yachting 
must have been exhilarated with excitement at the scene at Phelps- 
Terkel . . . Elegance in royal tradition reigned at Sloane's—Beverly 
Hills . . . And a hint of the coming season, Christmas, was exposed 
at May Co.—Crenshaw. 


ROBINSON—BEVERLY HILLS (right center) 
Rick Kearns 


Imagination with the talent to execute the idea created a 
superb series of elegance for a foundation promotion. Each 
foundation was cleverly accented by draped yardage that de- 
picted a formal costume of a specific country. The countries 
and their interesting captions were, “Reign in Spain”, “South- 
ern Exposure’, and “Shanghai Gesture’—the latter is shown 
in this photograph. White prevailed here. The costume, silk 
panel, reader, border around the floor covering and majority 
of the accessories were in this color. And black accents com- 
prised the balance, which were: The foundation, back wall, 
border and lettering on reader and floor covering. 


MAY CO.—LOS ANGELES (right) 
Stanley Thompson 


An accessory window of black patent leather received an 
oriental motif here. A rust orange drape divided two shoji 
screens to form the background. Orange brocade cushions 
and an oriental lacquered chest were used as merchandisers. 
The accessories were all in black except the finger nail 
polishes on the right. They were in orange tint. A scroll 
type reader appliqued across the drape, in black hand letter- 
ing, carried the caption, which read, “The lacquered look.” 





—Port of departure. It looks as if somebody has 
put down the goods with happy carelessness . . . 
But it is just this carefree air, which the display 
manager, Miss Natasha Kroll, tried to aim at. 
Holidays, travel, free and easy: even the way of 
handling the goods must harmonize with the theme 
of the display— 


F you are looking for someone in down- 

town London, don’t worry: You only 

have to go to Piccadilly Circus. They 
say that everyone in London passes here at 
least once a day. 

Not far from this focal point, less than a 
bow-shot from the little statue of Eros, 
poised on one precarious foot amidst the 
trafhe gyrating around his fountain, you'll 
find Simpsons, a showplace amongst the 
world’s stores, as it is called in a small at- 
tractive booklet distributed to foreign visi- 
tors. Let’s read further: This is the home 
of Daks clothes, Argylle socks, Scottish 
cashmeres, leather goods from Northampton. 

The six-story-building, opened 24 years 
ago, has a famous sports center, an export 
shop, special departments for “bespoke 
tailoring’ as well as for teenagers (between 
16 and 60) and a fine restaurant, the Clover 
Room, offering the finest continental and 
English cooking as well as American dishes. 
Perhaps you would prefer to meet in Madi- 
son Bar? It’s the most convenient meeting 
place in London. Want a hair-cut? Twenty- 
seven of London’s most skillful barbers 
stand at your service. Seeming to be a ver- 
itable man’s paradise, Simpsons has a spe- 
cial smoker’s shop; and if your friend 
doesn’t know golf, two resident golf pro- 
fessionals will help him choose the right 

7 ° clubs and give him (or her) a private lesson. 

London sg Ultimate They will also advise you where to play 

eae near London. The women’s departments 
have that wonderful “boutique-look” of 


; , ° 
in Men S Wear Display which we thought only Paris owns the 


secret. 

By ALF. KAYSER A propos boutique: 4 wanted to tell au 
something about the display of this house. 

Display Consultant The photographs will show you that they, 

Rotterdam, Holland too, have this special boutique-style. They 
don’t look English. Perhaps the smart and 
correct rigging of men’s wear reminds one 
of the solid English school, but otherwise 
these displays smell of Paris, Milan and 
other displaywise citadels. They have an 
international air about them. The adver- 
tising manager, John Palmer (a bosom 
friend of the display manager, believe it or 
not!) smiled when I told him this. “Perhaps 
you are right, sir.” (Very courteous people, 
these English advertising managers) “But 
then you must know that Simpsons is 
rather more international-minded than 
English-minded. A very great part of our 
merchandise goes to the continent and over- 





—Daks' crease-resistant, lightweight ‘Feathertwist'’ 
suits were displayed by Mr. Nicholls in combination 
with boxes and feathers ... A gay, attractive scene, 
full of summer and traveling hints— 
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seas. That's why we like to have this con- 
tinental image, especially in our displays.” 

The first artist who gave Simpsons this 
special image was a women, the well-known 
Miss Natasha Kroll, equally well-known as 
an author in the field of display. Her de- 
signs recalled those of another great female 
display artist, Madame Beaumel of Hermes, 
Paris. It seems that women can do a lot in 
this profession. I was told that Miss Kroll 
is now with the television department of the 
British Broadcasting System. 

It is always a great risk if such a very 
pronounced talent leaves his job as display 
director: Will the next individual fit in the 
place? Would the successor to Miss Kroll 
succeed in creating the same wonderful 
atmosphere, which had become a _ trade- 
mark of Simpsons? 


He did. Mr. Nicholls managed to give 
the Simpson windows the same continental 
style with perhaps some masculine perfec- 
tion added to it. He developed his own style 
on this foundation, full of amusing original- 


ity. He liked to use real things: Weapons, 
pots and pans, ladders, pieces of raw wood. 
The traditional materials, plaster of Paris, 
paper mache’, imitations, were banned in his 
studio. Very often his eye-catchers looked 
rather crazy, out-of-this-world. But people 
were attracted, amused, puzzled. And many 
times, if you stopped to look, the silent 
machine of the hidden persuaders would 
start to work smoothly ... 

In spite of their fantastic playfulness 
these displays were designed with great 
care and carried out with fine craftsmanship. 
Look at the signs, for example, with their 
best English traditions in lettering! Most 
Simpsons displays look rather simple. They 
lack the grandeur and glamour of Swiss or 
German displays. But its their simplicity 
that makes them so clean-looking and ele- 
gant. 

Simpsons lost its 
second time when 
with Mr. Palmer, 
near Milan in 1959. 


display director for the 
Mr. Nicholls, together 
died in a _ plane-crash 
Two of his assistants, 


Mr. Christopherson and Mr. Smith (from 
Australia) had to deal with the difficult 
task of carrying on. And it was the best 
compliment to the late Mr. Nicholls that 
the display line at Simpsons remained un- 
broken. It proved the fact that Mr. Nicholls 
had known how to inspire his team. 


“I like to have my fellows fresh from the 
art school,” he used to say. “Don’t give me 
those half-skilled professionals. They think 
they know a lot. Most of the times they 
are spoiled. They have lost their simple- 
mindedness. Those young boys or girls, 
however, who only have some painting or 
sculptoring lessons, know exactly that they 
don’t know anything about display. They 
are fresh, keen and full of crazy ideas. I 
like to show them the way and then let 
them free . 5 

It’s more than a year now, since the 
tragic death of Mr. Nicholls. The displays 
of Simpsons are as clever and fresh as ver: 
Full of pep, crazy ideas, wonderful artwork 
and... tremendous selling power. 


—The Easter Show, a typical Kroll-display 


Real trees, music-instruments and a 


Jasper's box (must we call it Punch?) add 


to the livelihood of the scene . 


. . The gar- 


ments are rather nonchalantly displayed . . . 
You will have noted that Simpsons windows 
have inwardly curved glass — they are ab- 
solutely glare-free— 


—lHunting and other sports are favorite themes with 
Englishmen; that's why Simpsons uses their symbols 


rather often 
prints and real twigs 
on the tail of the dog— 
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. «In this display, Mr. Nicholls used old 
...A little crazy gag: the hat 


—One of the most amusing displays of 
Miss Natasha Kroll, using a crazy horse 
made from cardboard, wooden legs and 
straw . . . In the background, somebody 
is standing upon a ladder, showing to the 
best advantage his Daks trousers— 
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New Everitt-Buelow ® 


Huey B. Ginn, one-man display department of this Houston 
store's two outlets, is proud of the design of the new sub- 
urban store ... The photos and story will show you he has 
good reason to boast . . . Lighting equally applaudable 


OUSTON’S constantly changing and 

expanding business life into the sub- 

urban areas received a further boost 
with the opening of the Post Oak-West- 
heimer shopping center last spring. 

An important part in this vast project was 
the first venture into community style mer- 
chandising by one of Houston’s landmark ex- 
clusive ladies’ ready-to-wear stores, Everitt- 
suelow. 

A style center for particular fashion con- 
scious women for 56 years, Everitt-Buelow 
has earned a vast reputation in the Gulf Coast 
area. 


MONTH OF DESTINY 


The opening of the new store forges an- 
other link in the chain making March the 
“month of destiny” for Everitt-Buelow. 

The first Everitt-Buelow store was opened 
in 1914 and a move in March, 1937, placed 
the store at the still retained site at Main and 
lamar. 

in March, 1951, the Everitt-Buelow own- 
ership changed hands with the purchase by 
the present owners, DeWitt Grossman, Abe 
Grossman, and M. A. Frimmel. 


ONE-MAN DISPLAY 
DEPARTMENT 


Huey B. Ginn is display director 
the whole display 


- in fact 
department for both 
downtown and _ suburban Everitt-Buelow 
stores. “I have occasional help from a maid 
or porter,” he admits. “Most of the props 
that | use are bought ready to install or are 
easily assembled. On occasion | build and de- 
design my own props, but I stay away from 
too much construction as I feel it cheapens our 
particular operation.” 
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In the new 15,000 square foot location 
visitors to the new store will find one of the 
nation’s most attractive style marts. 

The new store is not a branch, but a com- 
plete and comprehensive specialty shop within 
itself —- approximately a third larger than the 
downtown Everitt-Buelow store. 


ORIENTAL MODERN DECOR 


The complete decor of the store is basically 
oriental modern with all fixtures and wall 
decorations keeping to the fundamental color 
theme of ebony, white and gold. 

Many unusual wall panels have _ been 
fashioned to blend with the basic wall cover- 
ings made of grass cloth, vinyl plastic and 
scenic wallpaper. Executed in the wall cov- 
ering are a number of extremely attractive 
murals, all in the oriental modern theme. 

(Please turn to page 62) 


—Predominant use of black and white with gold 
accents throughout the interior of the new Ever- 
itt-Buelow suburban store is shown in the photos 
here, in particular those on the opposite page 
. . » Notice the oriental design of the doorways 
between departments and the simple black and 
white verticle louvers that provide simple back- 
grounds for the interior displays . . . On this 
page are photos showing the variety of window 
display designs incorporated into the new store 
.. « At top right a brass lamp and single man- 
nequin are perched on a thin ledge as the only 
separation from the store interior . . . At right 
a typical enclosed window utilizing a silk pan- 
eled screen as a backdrop for millinery . . . At 
bottom right a floating window [invisible sup- 
port) with brass metalwork . . . Below is long 
narrow display area varying from closed back- 
ground to open-front along the main traffic area 
at the front of the store— 
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—Sheldon M. Wengel (right), 
general manager, display motor 
division, Hankscraft Company, 
Reedsburg, Wisc., shows the oper- 
ation of several of his small dis- 
play motors to Harry Sheldon 
(left), associate director, Leon 
Goodman Displays Limited, Lon- 
don, and Leon Goodman, chair- 
man and managing direcior of 
the point-of-purchase display 
firm, with offices in several coun- 
tries including the U. S. ... 
Hankscratt has granted distrib- 
utorship of its motors in England 
to Leon Goodman.— 





Photographs for this page are al- 
ways welcome, the more informal 
the better. Address them to Editor, 
DISPLAY WORLD, Cincinnati |. 





—Visiting the Kenbury Glass Works 

booth at the Display Center during 

Spring Market Week was Calvin Clark, 

display director of Bigelow's, James- 

town, N. Y. (left) . With him is 
Mac Strumf of Kenbury.— 
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—All too often display talent goes unrecog- 
nized outside the profession itself . . . This was 
not so in one Chicago store . . . F. Raymond 
Johnson, vice president of Saks Fifth Avenue 
(right), speaking for the associates of Chicago 
store Display Director Joe Kreis (left), pre- 
sented Mr. Kreis with a gold plaque .. . In- 
scribed on the plaque were the words, “Saks 
Fifth Avenue Award. To Joe Kreis and his 
stoff . . . for truly outstanding displays done 
in the S. F. A. manner. . . from all your friend; 
and associates” .. . The presentation was made 
at a store-wide meeting October 19 with Mr. 
Kreis, his wife Alma and his other assistant, 
Larry Otterline, present to share in the award.— 
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—Among the many foreign visitors to Spring Market 
Week at New York City were three representatives of 
B & W Etalage-Materialen N. V., Amsterdam, Holland 
. . « This import-export house was making arrange- 


ments for importing American display materials . 
In this photo, L.W.F.W.v.d. Bosch, president, (left); 


Miss P. Hofman, secretary, and H. Kost, purchasing 

agent (right), talk with Fred G. Henderson, designer 

for Spaeth Disploys, Inc., at the Long Isiand City 
firm's Market Week exhibit.— 


—R. S. Hebron, (right) St. Louis district 
manager, American Express Company, 
congratulates Edward Lamprich, display 
manager, First National Bank in St. 
Louis, on being awarded second prize, 
consisting of a Caribbean cruise for two, 
plus $100 in travelers cheques, in the 
American Express’ annual travelers 
cheque promotion contest. Mr. Lamp- 
rich and Mr. Hebron are shown stand- 
ing in front of the display, which was 
located in First National's foreign de- 
partment.— 


—Bela Szanto, sculptor for Tero, Inc., New 

York City mannegin firm, demonstrates his 

techniques to Nathan Silverblatt, general man- 

ager of DISPLAY WORLD, as Richard Kester, 

sales manager of Tero, looks on at left .. . 

The photo was taken during a recent visit to 
the firm's studio and showroom.— 
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ALL-METAL MERCHANDISERS | 
rill “ace 
You show more, sell more... 1n less space with Viz-U-Bilt all-metal merchandisers. ee ee 
. j lis ; . . } ' anacacar ate : rin ’ st } "4 *. ly 5 : , } ees Saal 
And sales increases. that Stagger the imagination prove it. SO dont overlook this potential. Mies 
~~ 
You introduce a whole new era of profit to your sales operation with these versatile Viz-U-Bilt “ss 
all-metal merchandisers. Clip coupon below and mail today for free illustrated catalog! The twist of a screwdriver 
ofa nt 
L.A. DARLING COMPANY, Dept. 108DW, Bronson, Mich. 
» : 
as a d Micalay Please send Vizusell Catalog No. 450. 
P Name = pe 
y 
L.A. DARLING COMPANY 
Company 
Bronson, Michigan | 
\ Address 
City. 
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Designed to SELL 


By JIM KILEY 


few years ago I built and installed 
this unit (A) in a large retail store 


that was afflicted with a bad case of 
“columnitus,” and it proved that the dead 
area usually associated with posts or col- 
umns can be transformed into both attrac- 
tive and functional display space. 

In this case, the problem was two-fold, 
as the fitting rooms usually used by cus- 
tomers to try on the bathing suits were 
inadequate in number and the store built 
some additional ones on the sales floor. 

The plan shows how we transformed the 
one large column into the ship’s funnel by 
building the front section and then installing 
the rear dressing room all designed to give 
the overall appearance of a ship. 

We covered the column used for the ship’s 
funnel with bright red seamless paper with 
roval blue paper bands top and bottom. 

1e eye-catching sailor was cut out of a 
yy 8-foot sheet of plywood complete with 
the ladder. 

This cut-out was painted white so that 
it would stand out against the bright red 
of the funnel. 

The balance of the “boat” 
white with bright red trim. 

This particular store had equipped each 
of the supporting columns with wrap-around 
counter-height square base units (note, col- 
umn enclosure on the plan). 

They, too, became part of the ship and all 
we had to do was remove the front counter 
facing out on the main aisle and install the 
prow of the boat built out of %-inch ply- 
wood on a wood frame. 

A tew strings of multi-colored pennants 
plus a trim of bathing suits completed the 
installation and it certainly attracted maxi- 
mum attention to the vacation-wear depart- 
ment. 

Many have to contend with the 
same columnitus problem, so I feature this 
drawing as it can easily be adapted to any 
diameter column or available floor area. 

Bathing suits and other vacation wear 
must be promoted to sell in volume to as- 
sure the minimum after-season mark-downs 
and carry-overs, and this display will help 
sales in your store. 

The other adjacent columns in the depart- 
ments were covered with royal blue paper 
with white cut-out or paper wave trims plus 
a few life preservers. 

This over-all departmental treatment in- 
creased sales and made both the buyer and 
store manager happy and should reflect in 
n increase of your year-end bonus. 

I can hear a few readers saying “What 
bonus?” and this always riles me a bit, as | 
have always fought for and preached that 
the average displayman should be paid a 
worthwhile salary and bonus. 

It is up to the new young fellows entering 
the business to carry on this fight for more 
reward and recognition for the hard working 
displaymen across the country. | wonder 
what would happen to retail sales if all of 


was also painted 


stores 
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them went on strike at the one time for a 
few weeks. It would be a national catas- 
trophe relative to the state of business in 
general. Maybe a nation-wide display or- 
ganization will come into being some fine 
day to effect the necessary changes. 

(B) Many stores promote suits and other 
goods made out of imported fabrics and 
while buyers purchase these lines it is up 
to the displayman to install window and 
store interior trims that will cater to this 
snob appeal. 

In this case, a window panel is used on 
which a cut-out or painted-on design show- 
ing a typical BEEFEATHER is depicted. 
[ have drawn the design a little out of pro- 
portion so you can pick out the shape. Long 
ago, | found that people do not read window 
signs or cards, so it is mecessary to use 
pictorial artwork to tell the story “At a 
glance.” 

(C) | once made a number of square box 
display units out of some on-hand pine 
board and they came in very useful in num- 
erous interior and window trims. Note how 
section A shows how they can be equipped 
with lengths of brass rod and section B 
indicates the same unit with a sloped per- 
forated board display panel. 

(D) All stores must install a prestige- 
type display on occasion and this will make 
a very attractive unit for the feature display 
of evening gowns and other high fashion 
merchandise. 

A velvet drape of a color carefully se- 
lected to enhance the gown on the mannequin 
is instailed in an open door that is equipped 
with a door that is padded with white satin. 

The back-drop behind the open door can 
be painted in blue with soft white clouds 
and a pale silver moon. 

I know of many good displaymen who 
could really do a fine job with this idea and 
it will not dig a big hole in your display 
budget—another important factor. 


St. Louis Guild 
Installs Officers 

Harvey Smith, member of the display staff 
of Famous-Barr, St. Louis department store, 
was installed as the new president of the St. 
Louis Display Guild at the annual Installa- 
tion Dinner Dance at the Congress Hotel on 
October 22. He succeeds Harry Guest, St. 
Louis Electrical Board of Trade, who 
held this post for several terms. Mr. 
became Chairman of the Board. 

Paul Kloeris, a retired display counselor, 
was elected first vice-president, while Roland 
Grossberg, display director of Sears, Roe- 
buck & Co. was named _ second vice- 
president. 

Miss Veda Humphrey, American Fixture 
Co., was re-elected secretary; Harvey 
Aguado, Union Electric Company of Mis- 
souri, was reappointed treasurer, and Ped 
Conway, Zemitsch Displays, Inc., was named 
sergeant-at-arms., 
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BRAND 





To help you with those “do 
it yesterday” decorating jobs 
— give brilliance to drab 
materials . . . apply instantly 

. dry quickly .. . Last and 
Last. 


ILLBRONZE, for 70 years 
pioneer of paints in aero- 
sols — manufactures 150 
colors and finishes, in- 
cluding the famed Spray- 
O-Namel line of Interior 
and Floral Flats, all-pur- 
pose spray paints in 
HOUSE and GARDEN 
Colors, Plater’s Finish 
Metallics and Spark-L. 


| Spray-O-Namel Flats — A 
| full line of 68 colors de- 
| signed for use on decorative 


backdrops, 
etc. 
Plater’s Finish Metallics — 


| Nine magnificent metal fin- 


ishes to literally ‘‘plate”’ 
wood, metal, pilaster, glass 
and ceramics. 

Spark-L — The professional 
odorless coating for bril- 


| liance on all materials, 


s, displays, ribbons, 
etc. 9 glamourous colors. 


Send for the 
complete 
ILLBRONZE 
catalog today. 


ILLINOIS BRONZE 
POWDER COMPANY 


2023 South Clark Street 
Chicago 16, Illinois 








ITS ALWAYS MARKET WEEK IN NEW YORK 


Allied Dispiay Materials, Inc. 
241 W. 23d St. OR 5-6350 


NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 


a L. A. Darling Company 
y DARLIG Office and Showrooms 
TAN 47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS °* DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





American Fashion Museum 
16 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 


Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. R&R. D. G. A 





Decorative Creation & 

Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 


DECORATIONS 
Imported Novelties, Settings 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTEERY BELLE mannequins 


and ali other display products 


TRIMLok STORE EQUIPMENT 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Arts & Flowers Displays, Inc. 
{Air Conditioned) 
43 West 56th St. Cl 7-7610-11-12 
Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


MANIKINS 


15 W. 18th Ch 3-3626 





Austen Displays, Inc. 
133 West 19th St. WA 4-6261 


Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 

MANNEQUINS 


and Promotional Displays 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


Victor Haida Displays, _ 
149 West 24th St. H 3-3540 
DESIGNERS & eeweninnens 


OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





BONAFIDE 


Display and Decorative Co. 


34 West 38th Street BR 9-1362 


Mfgrs. & importers of Artificial Flowers 
Novelties & Natural Foliages 





David Hamberger, Inc. 
136 West 31st St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 





Herzberg-Robbins, Ine. 

110 West 30th St. PE 6-3585-6-7 
New & Reconditioned 
MANIKINS 
WIGS — REPAIRS — RENTALS 





Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 


Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 


The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 





The Imitation Food Display Co. 
107 Lawrence St., Brooklyn |, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





“LICO DISPLAY FIXTURES" 


Lustra-Cite Industries Inc. 
331 Kent Ave., Brooklyn 11, N.Y., EVergreen 7-4100 
(The Largest Line of Stock Fixtures in the Country) 


BRASS — WIRE — PLASTIC — WOOD 
POINT-OF-PURCHASE DISPLAYS THAT SELL! 





CHIC Display Co. 

293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 
DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 





Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — I!1 S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
Louis S. Morgen 


Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 


Mileo Mannequins 
7 West 36th St. 


MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


New Style Studio 
58 East lith Street GR 5-3777 
HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 


WI 7-7618 








NEW WORLD MFG. CORP. 
MANNEQUINS THAT MOVE MERCHANDISE 


27 BLEECKER ST. AL 4-8968 





| RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 


CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 





Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 


EQUIPMENT 
Distinctive Display Fixtures and Novelties 











Colcnial Decorative Display Co., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 





Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom disploys. 
Your designs or our own, and designed to fit 


ANY BUDGET 


Tero, Inc. 
Factory and Showroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 


Ben Walters, Inc. 
156 Seventh Avenue AL 5-1500 


Chain Store and Custom Displays 


DIP IT — DRAPE IT — SHAPE IT MEDIA 
ANGEL HAIR — BUBBLE MACHINES — 
PENDANTS — SNOFOME 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 














DISPLAYS 
Your Budget is Our Business 
434 Sixth Ave. AL 4-3200 
DESIGNERS and MANUFACTURERS 





SAVE TIME — 
DO YOUR DISPLAY BUYING 


IN NEW YORK CITY 








For Spring and Summer | 
















is ready to supply your every display need. The display 
industry in this great world display center is creative, 
diversified and prepared to furnish the decorative units and 


} # 
accessories to make your store a standout in your city. 





Consult these companies about your display problems. 


IT'S ALWAYS MARKET WEEK IN NEW YORK 

















COLD WEATHER AHEAD! The thermometer 
wearing the cutout overcoat tells the sad story that it's time 
to bundle up for those blustery months ahead . . . You can 
tell your story right on the coat. 


— 


FOR THAT SPECIAL NIGHT OUT... 
Only the most polite attention will be given you if 
you're wearing a lavish gown and fur piece from this 
store . . . The doorman and umbrella don't need to 
be works of art to get the impression over effectively. 


Projections 


from the drawing board 


of Jan Ujlaki 



































NOT QUITE ALL THERE is this skier but your cus- 


tomers won't seem to mind at all . . . They'll appreciate your 
extra effort at dramatic suspension to present their pur- 
chases in such a clever display .. . Use the thinnest airplane 


wire or nylon. 





SKIING POLAR BEARS are no more welcome than 


purple cows, but what a clever tie-in with snow-time sports 
. . » You might find one of those enormous stuffed animals 
from the toy department willing to play the part. 
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Miss Birmingham Succeeds 
Joe Vent at Dayton 


Miss Martha Birmingham, who was as- 
sistant to the late Joe Vent, display director 
of Rike Kumler Company, Dayton, Ohio, 
since 1956, has been appointed to the post 


— Miss Martha Birmingham — 


vacated by Mr. Vent’s untimely death last 
month. She was formerly with L. S. Ayers 
in Indianapolis. 


Mr. Ronald Perrill, who is in charge of 


production in Rike’s display department, has 
been promoted to assistant display manager. 


Displaycraft Moves 
To Long Island City 

Displaycraft, formerly of New York City, 
has moved to new quarters at Long Island 
City in an area heavily settled with display 
manufacturers and display and_ exhibit 
builders, 5-01 47th road. The firm, headed 
by Alex Kaufman, is now a division of 
Display-O-Rama, Inc. 

Mr. Kaufman also announces that George 
Koch, well known in New York from his 
association with Display Corp. of New 
York, has joined the firm as vice-president 
in charge of production. 

The new location is composed of an en 
tire two-story building, with lower floors 
for shop facilities and the upper level for 
design studios and offices. 

In addition to specializing in travel dis- 
plays, Displaycraft is delving into archi- 
tectural displays for commercial lobbies. 
Mr. Kaufman feels that a display shop with 
the proper equipment and know-how can 
complement the work of the interior decora- 
tor or designer. He boasts considerable suc- 
cess in this new phase of display. 


600 Attend Costume Ball 
Held By California Displaymen 


The annual costume ball conducted by the 
Southern California Display Association 
attracted more than 600 guests to Los 
Angeles, many from as far away as San 
Diego and San Francisco. Art Alvarado, 
display director of Saks Fifth Avenue, Los 
Angeles, was in charge of arrangements. 
The organization's Christmas party was 
held on December 10. 


JANUARY, 1961 








~~ INCLUDING 
AWHOUNCIN NEW 


iy COLORS 
* CAMEO 
COLORS \ . vioter 


Bullston *GOLD MIST 
SEAMLESS |: MISTY JADE 


©) 








Dont Be Switched. _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card ... Jobber Inquiries Invited 


BULKLEY DUNTON & CO., INC. 


Bulkton Display Division 
CORRY 2-825/7 CORRY, PENNSYLVANIA 
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ansburgh’s 
Centennial 


By MYRTLE STEWART 


Unusual nostalgic treatment captures Washington 


during year-long anniversary celebration . . . 
Costumes of miniature figures changed to con- 
form to seasons — all authentic 1860 . 


Murals also duplicate 1860 scenes 


ANSBURGH’S, the oldest department 

store in the Nation’s Capital, inaugu- 

rated its year-long 1960 Centennial An- 
niversary with a quaintly dressed lamp- 
lighter going along the street in front of the 
store, lighting several old-fashioned street 
lamps, erected for the observance. 


The conventional birthday cake, I1 feet 
high, over the entrance heralded Lansburgh’s 
progress from a small shop in a small city 
to a bustling department store in the cap- 
ital of the free world, plus large modern 
suburban stores in Langley, Md., and Shir- 
lington, Va. 

Each window display during the anni- 
versary celebration was lighted by one of 
the outside lamps and always included a 
large framed plaque reading “Our 100th 
Year,” some relic of 1860, some appro- 
priately dressed mannequins, and some 
modern merchandise. 

An unusual feature of the centennial was 
the treatment of the store’s interior, partic- 
ularly its large square columns. Halfway 
up each column there was a specially con- 
structed, continuous platform on _ which 
groups of mannequins dominated the area, 
standing in groups and dressed in period 
costumes of 1860. Below the platform the 
columns were covered with continuous blue 
baroque wallpaper antiqued with white 
flocking. 

On each face of each column, above the 
platform and reaching to the ceiling, con- 
tinuous murals in color depicted Washing- 
ton scenes of a century ago... a formal 
dance at the White House, a street scene in 
historic Georgetown, the Washington Monu- 
ment before its completion, famed St. John’s 
Church on Lafayette Square, and many 
others. The murals were authentic copies 
of actual scenes of 1860 and were made by 
an artist after careful research. 

The murals and mannequins were visible 
on the street floors of all three stores, and 
also on the upper floors of the Washington 
store. 

There were 108 doll mannequins, from 
children 1% feet tall to 4-foot women and 
men. All were clothed in the style of the 
period. Each doll had complete costume 
changes as the seasons progressed, and all 
were in conformity with bona fide research. 

The mannequin-dolls’ wardrobes consisted 
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of rich silks, velvets and brocades, with 
ruffles, ribbons, bonnets, top hats and spats, 
in genuine detail right down to the shoes 
and other accessories of those days. 

According to Arthur Gray, display man- 
ager, the interior of Lansburgh’s was trans- 
formed for the centennial to the nostalgia of 
1860 without sacrificing any 1960 efficiency. 
Replicas of old-fashioned gas lights, that 
were used on the inside walls of the original 
store, burned constantly on all floors of the 
Washington store, illuminating gold-framed 
panels of the blue baroque wallpaper. Many 
windows also contained these baroque panels. 

As an added touch, a costume identified 
with some historically famous woman of 
the last century was modeled in each of the 
store’s many 1960 fashion shows. 

For Mothers’ Day there was one window 
devoted almost exclusively to 100-year-old 
objects offered by the store’s friends through- 
out the area. These included an oil lamp 
with glass chimney, a small wooden coffee 
grinder, an Edison “His Master’s Voice” 
phonograph complete with cylinder wax 
records, high laced women’s shoes, an ornate 
baby carriage, etc. 

The institutional slogan for the Centennial 
was: “GRATEFULLY YOURS—for a 
Century of Progress.” It was used in all 
the store’s publicity during the celebration. 
Throughout the year imported merchandise 
was offered for sale from all parts of the 
world, supported by the theme of all the 
merchandise advertising: “Value Worthy 
of Our 100th Year.” 


JANUARY, 1961 


























The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


The Bliss STO-WAY Grill has been de- 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 
years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


32nd STREET e LONG ISLAND CITY |, 
EXeter 2-3890 


37-21 NEW YORK 
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Bremer s Displays Combine 


Salesmanship, Fine Arts 


By GLADYS G. NELSON 


Read . . . Look . . . Study merchandise . . . Know the 


region and its people's interests . . . Those are the 


four Rules followed by Miss Mary Lou Hurd to achieve 


originality in the displays of Bremer's, Bremerton, Wash. 


CROSS Puget Sound, and one hour's 
terry ride from Seattle, basking on a 
lip of mainland, is Bremerton, Wash. 

Built around a United States Naval Base, 

its population fluctuates between 28,510 and 

35,000, depending on which ships are in. 

Consequently, Bremer’s, its main department 

store, serving the household and clothing 

needs of both budget and _ high-fashion- 
minded, serves charge customers from Saudi 

\rabia to Japan, and around the world. 

In addition, its home folks include mem- 
bers of the area’s important lumbering in- 
dustry and its farms. Owners of the latter 
farmers, such as affluent 
Seattleites who keep acreages so “the chil- 
horses,” or, “father 


include hobby 


dren may have a few 


can raise breeded cattle.” 


To create displays that respect and will 
sell to such a knowing, get-around popula- 
tion is the special challenge being met week- 
ly by Mary Lou Hurd, display manager of 
Bremer’s. 

This she does using the yarn of originality, 
spun from the color and character of her 
region, and weaving it on the loom of fine 
principles. 

She builds originality on a rule of four. 

e (1) Read. DISPLAY WORLD, Har- 
pers Bazaar, Vogue, Interior Design, Seven- 
teen, House Beautiful, the local newspapers. 
For Bremer’s display manager this means 
The Bremerton Sun, The Seattle Times, 
The Post-Intelligencer, and occasionally a 
paper from New York, Chicago, Los Angeles 
or San Francisco, for example. “I also 


borrow some of the literature the Bremer 
buyers read,” she said. 


@ (2) Look. Wherever she goes, or what- 
ever she does, she keeps thinking how to use 
what she sees. At the Ice Follies she might 
see some new light way they have made 
butterfly wings as part of a costume. She 
might use the same construction to make a 
suspended screen or lamp. When fishing 
she doesn’t look for just green mountains 
and blue skies. A coming display at Bremer’s 
will be based on a warm mustard yellow 
sunset recently seen reflected in a charcoal- 
steel blue lake. It tied in perfectly with a 
forecast high-fashion color trend. 

e (3) Study merchandise. 
an idea from the storehouse 
been building in her mind. 

e (4) Know the region and its people’s 
interests. When this knowledge is reflected 
in a store’s displays, people instinctively feel 
that this store is planned—really planned— 
for them. 


It will spark 
that she has 


Faced with a problem about an annual 
program such as back-to-school, white sale, 
anniversary—things that have been done 
again, and again—Mary Lou Hurd resorts 
to lists of associated words that can be 
tied-in with the promotion at hand. 

For example, a_ back-to-school window 
featured a dressed-for-school mannequin 
suspended on the inside curve of chicken 
wire fencing which flared through the air 
above other children. Word association: 
Children often feel fenced in while in school. 

In preparation for the promotion tying-in 
with the recent Kitsap County Fair and 
Rodeo, she developed this list: Cornstalks, 
scarecrows, fences, horses, cowboys, ropes, 
exhibits, blue ribbons, winner, etc. 

The words “scarecrows” and 
suggested ideas that, turned this way and 
that, grew into a_= scarecrow cowgirl. 
“Horses” suggested sawhorses, and a thought 
that the lumbering industry 1s important to 
Bremerton. Result, adaptations of saw- 
horses built of an eastern display wood, 
which has been specially treated so it won't 
damage materials displayed on it. 

Application of fine arts principles then 
supplied touches that viewers almost in- 
stinctively could recognize as having a unity 
and truth—wood excelsior for the wooden 
horses manes; the fabricated ponyskin wall- 
hanging that suggested the live horses of 
the rodeo. 


’ 


“cowboys” 


To these, from her background in sculp- 
toring, Mary Lou Hurd applies tricks that 
increase the third dimension in displays. 
Flawless, perfectly groomed mannequins 
sum up a subtle sales psychology that re- 
minds well-traveled Bremertonites of the 
individuality and quality for which Bremer’s 
stands. 


—Falling cowgirl scarecrow had beige burlap 
head, gloves and boots and wore one of beige 
cowboy hats heavily promoted for wear be- 
fore and during Fair, until Bremer's sold the 
last one right off her head . . . Clothes colors: 
subtle combinations of purple, oranges, mus- 
tard, gold and brown . . . Background: Neutral 


rug and grass cloth— 
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WING'S SUCCESS 








As ceisursty snoprers stroll by Peck and Peck’s 
magnificent new display windows their casualness 
turns to inner excitement in viewing the rich settings of 


feminine fashions framed in an atmosphere of unusual 
one-colour treatment. These distinctive window 
displays express the “‘new look’’ coming to New York's 
Fifth Avenue and indeed to the entire country .. . 


Wing's Success Display. 
Display executives in leading fashion shops and men’s 


stores marvel at the versatility, skillful craftsmanship 
and proved selling-power evidenced in Wing display 


equipment. 
The crowded corridors about Wing's booth during 
the recent NADI show, further reveal the desire and the 
need for this new concept in display equipment. And this is 
precisely what Wing’s Success Display brings to U.S. fashion 
. . , a new look whose only bound of creative expression 
is the imagination of the display director himself. 
Visit our display room at the Display Center, seventh floor, 
400 Eighth Avenue (at 30th Street) CHickering 4-1418 . . . or ask 


your favorite distributor about our settings. 


Wing's wide range of men’s and women’s 
settings provide maximum 
versatility for window display. 











Manufactured and sold in the United States by 
.< WILSON RESEARCH CORPORATION 


nan 
Feine Trimming Co., Inc. ©@ Buffalo: Bison Display Fixture Co. @ Charlotte, N. C.: 

C. A. Dixon, Inc. @ Leos Angeles: Maharam Fabric Corp. @ Miami: 

@ Pittsburgh: Art R. Cohen Co. @ Salt Lake City: 

Seattle: Rindler Display Center @ New 


@ Baitimore: Baltimore Display Industries, Inc. @ Boston: 

Thompson Display Materials @ Chicago: Display Equipment Corp. @ Denver: 

Morty Fay Displays, Inc. @ Minneapolis: Shur-Nuff, Inc. @ Phoenix: Model Manikin & Display 

Pool Display Fixture Co. © Sean Francisco: Sylvan Cohen Display, Inc. @ S$¢#. Lowis: Nu-Era Display, Inc. © 
York City: Display City, Inc., 400 Eighth Ave. 








NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 











LETTER TO RETAILERS: Recently, the 
NADI, as part of its promotion program, 
produced and mailed a colorfully illustrated 
folder to retail management to highlight 
display’s role in retailing. The folder went 
to a top grade list of names accompanied 
by an explanatory note signed by our Pres- 


house of material about the job display is 
doing in the stores, we need case history 
information, based on facts and figures, and 
consumer traffic surveys. The NADI, as 
part of its industry promotion and public 
relations program, would welcome such in- 
formation. 


who make the most of Display opportunities. 
Display can be a key factor for any retailer 
towards a better “sales-up, profits-up” figure. 
Take full advantage of your Display poten- 
tial. 

A good time to plan your Displays for 


seasons ahead is during our Spring-Sum- 
mer Market. Featured will be Display items 
and ideas to fit any plan or budget... 
We hope to have the pleasure of greeting 
you at our Market. 
Yours cordially, 
Edgar E. Moser, President 
LURE MORE SHOPPERS; CLOSE 
MORE SALES BY DRAMATIZING 
YOUR DISPLAYS 
Meet Sam Standard, store owner. 


ident, Edgar E. Moser. 
One important feature of this undertaking 
was the case history approach in formulating 
a copy line. To the contributors of case 
history material, we are grateful for their 
cooperation. The specific case report pro- 
vides an excellent frame within which to 
present a persuasive story to management 
for our industry. 
However, to enable 


If you have case report material in your 
files, please send it to us at Association 
headquarters located at the Governor Clin- 
ton Hotel in New York City. 

Dear Retailer: 

Isn’t it a fact that store sales move in 
relation to Display effort? And that goods 
sold through the medium of Display can 
do wonders for a “sales-profits” ratio? 


The enclosed folder tells about merchants 


us to build a store- Great 
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believer in advertising, publicity, all forms 
of merchandise promotion. 

His budget covers: Pages in daily news- 
papers, Weekly mailings, TV spots, Radio 
programs. 

Yet he fails to coordinate his advertising 
with display—neglects his most effective, 
least expensive way of moving merchandise! 

Now shake hands with Display-conscious 
store-owner Frank Forward. He promotes 
as actively as other retailers, budgets liber- 
ally in all profitable media and also takes 
full advantage of every inch of his store’s 
invaluable interior and window display 
space. 

The Forward Store’s displays are dra- 
matic, magnetic, and thoroughly coordinated 
with all other forms of promotion. Forward 
goes after impulse buyers, and half of all 
impulse buying (25% of retail sales) stems 
from Good Display. 

The Forward Store’s displays create a 
buying mood better and quicker than any 
other promotional medium. They create a 
desire for merchandise by the way they 
present it. Once desire is created, the sale 
is practically made. 

CAPSULE CASE HISTORIES FROM 
LEADING DISPLAY DIRECTORS SHOW 
HOW TO PRESENT MERCHANDISE 
MORE DRAMATICALLY FOR GREATER 
PROFIT 

Men’s division leads 
gain. Window credited. 

Selling space of our Men’s Division was 
tripled three years ago. Four display win- 
dows, allotted on a permanent basis, dedi- 


store in percentage 


cated to a fashion and quality story, have 
sold quantities of merchandise directly, and 
have sold thousands of passersby on the 
fact that our Men’s Store is fashion-con- 
scious and quality-minded. Results con- 
firmed our belief that visual, three-dimen- 
sional display is an advertising medium that 
stands on its own merits. As of this year, 
our men’s division is leading the store in 
percentage gain of sales volume. Manage- 
ment is now convinced that windows should 
be treated as an extremely valuable and 
comparatively inexpensive advertising me- 
dium. 

J. Howard Schneider, Display Director, 

THE CRESCENT, Spokane, Washington 
Main floor display stimulates selling in a 
slow month. 

We wanted to condition our customers for 
resort clothes and the feeling of summer 
leisure and recreation. And we knew that a 
main floor display that looks cooling and 
refreshing in July is a must for summer 
selling. So, deciding that a boating theme 
would be effective, we used small-size boats 
filled with mannequins — all sizes, both 
sexes — dressed for swimming and boating. 
Masts carrying boat signal flags were posi- 
tioned against main aisle columns trimmed 
with sea gulls on blue backgrounds. 

We have done this display with varia- 
tions for three years, like it better each 
year, and find that it stimulates selling in 
an otherwise slow month. 

Supplies for such a display run through 
the usual material requirements: seamless 
paper for background, Styrofoam for waves, 


cast metal sea gulls, cloth boating flags, 
wallboard and cardboard tubes, and most 
important, new sports mannequins. 

George K. Payne, Display Manager, 

WOODWARD & LOTHROP, 
Washington, D. C. 

Window displays induce purchases from 
letter-writing customers. 

Customers confirm our belief that the store 
featuring displays designed to make shop- 
ping an exciting and stimulating experience 

. is the store that attracts additional cus- 
tomer traffic and dollars. One of many let- 
ters in our files will illustrate this point. 
A customer writes: “Last week I was at- 
tracted by your corner window display 
which illustrated how so many of today’s 
modern household furnishings and appli- 
ances reflect designs of the past. I was 
particularly impressed by how well the new 
and the old can blend. I made several pur- 
chases in your store that day as a direct 
result of this newly acquired knowledge. I 
wanted you to know how very exciting I 
found your ‘New World of Ideas’ display.” 

G. E. Satterlee, Display Director, 
STIX, BAER & FULLER, St. Louis, Mo. 
YOUR LEAST EXPENSIVE WAY OF 
MOVING MERCHANDISE CAN PRO- 
DUCE 25% OF TOTAL DOLLAR VOL- 
UME! 


MARKET WEEK: December 8 this year 
was closing day for our Spring Market and 
de2dline date for a report on how things 
were at the show. Result: little time to 
marshall thoughts, sift comments and or- 
ganize material on this day for a story. 
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PRE-PASTED 


Self sticking pressure 
sensitive adhesive on 
back of each panel. 


Cat. No. 


1040 
1041 
1042 
1043 
1045 
1046 
1047 
1050 
1051 
1052 
1055 
1056 2.09 
1088 1.69 
not available 
not available 
not available 
not available 
not available 
not available 
not available 
not available 
not available 


REGULAR 


Requires the use of 
Decro-Wall Adhesive, 
RA312. 





Cat. No. 


940 
941 
942 
943 
945 
946 
947 
950 
951 
952 
955 
956 
988 
975 
976 
980 
981 
984 
985 
986 
991 
993 
RA312 


Price 


1.39 
2.19 
1.99 
2.09 
1.39 
2.19 
1.99 
1.65 
2.79 
2.79 
1.39 


Price 


99 
1.79 
1.59 
1.69 

99 
1.79 
1.59 
1.29 
2.39 
2.39 

99 
1.69 
1.29 
1.29 
2.49 
1.29 
1.89 

99 
1.69 
1.89 
1.89 
1.89 
1.00 


Description 


Van Dyke Brick, White 

Van Dyke Brick, Red 

Van Dyke White /Grey Mortar 
Van Dyke Brick Gold on White 
Madison Brick, White 

Madison Brick, Red 

Madison, White /Grey Mortar 
Canyon Stone, White 

Canyon Stone, Grey 

Canyon Stone, Beige 

Modern Grid, White 

Modern Grid, Gold on White 
Harlequin, White 

Used Brick, White 

Used Brick, Colored 

Roman Brick, White 

Roman Brick, Red 

Venetian, White 

Venetian, Gold on White 
Venetian Gold & Black on White 
Peruvian Stone Circular, White 
Peruvian Stone Squares, White 


Decro-Wall Adhesive, 5 oz. tube 
(Each tube is sufficient for 6 to 8 panels) 





fifi 


AHARLEQUIN 


' — 
=. x ; 
+ 
i ~< “ ~ 
" Pr er ee 
| 


PERUVIAN STONE CIRCULAR 


CONTACT YOUR LOCAL JOBBER 
and see these exciting new numbers 
— or write Maharam direct for 
additional information. 


THE NEW 1961 DECRO-WALL 
SAMPLE BOOK 
and counter display is now available 
at $5.00 ea. Write for this wonderful 
sales aid today. 
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ORMSER’S of Lafayette, La., has 
always been active in the promotion 
of brand name merchandise in its 
specialty operation, This 
won them high honors in the annual com- 


petition by the Brand Names Foundation in 


1959. 


shop emphasis 


Shown here are several photos of in 
terior displays that played a prominent role 
in the selection of this store tor top awards. 
They were sent to us by Miss Patti Ciol- 
kosz, in charge of advertising and display. 
top leit) 

silver 


\ space conserving rack for large 


at Wormser s 
Lafayette, Louisiana 


National manufacturers spend thousands of dollars creating desire for 


their particular brands . . . Why not capitalize on their promotional 


efforts by reminding your customers that you carry brand name merchan- 


dise . . . Wormser's does so in the Louisiana store's interior displays. 


trays is shown with the insignia of the tray 
manufacturer, F. B. Rogers Silver Company. 
This rack presents this normally 
some merchandise to the customer where he 


cumber- 


can examine the fine detail at close range. 
(top right) 

This unobstrusive black wrought iron dis 
play fixture flanked by two mannequins pro- 
motes women’s sportswear and 
with both brands 
Townwear for the sportswear and American 


prominently signed 


Tourister luggage. 
(bottom left) 


luggage, 


\ low table 
Mara ties and other articles is prominently 
identified by the attractive plaque. 

(bottom center) 

Another black 


promotes the 


arrangement ot (Countess 


with 
glass W hite 
Stag sailing togs with appropriate promo- 
tional reprints manutac- 
turer. 

(bottom right) 

Two Schiaparelli hat 
identify the millinery on the hat stand atop 


wrought iron fixture 


shelves sale ot 


supplied by the 


boxes appropriately 


a mirror-backed wall counter. 


DISPLAY WORLD 








your center for display industry information and assistance A S S () [ | Al () N 


. . . headquarters for locating supply sources . . . sponsors 


of June and December Market Weeks yearly. 


e NEXT CHRISTMAS SHOW 
June 25-29, 1961 — Chicago 


e NEXT SPRING SHOW 
Dec. 3-7, 1961 — New York City 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK 1, N. Y. 
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Part Five 





Better Presentation 
Of Jewelry Displays 


By THOMAS H. LEWIS, M.B.E. 


As the final article in this series Mr. Lewis 
discusses the choice of merchandise for the 
window and lists ten "pointers'’ for display- 
men to follow in their jewelry displays. 


k now come to that highly necessary 

\¢ factor in window display—the right 
choice of the articles to be shown. 

In general, this must be governed by local 
demand, and can only be decided by the 
jeweler himself. He should know from his 
books what is most in demand or likely to 
be in demand during the period of the in- 


tended display. He should also be able to 
determine from his own observation what 
items in his window displays attract most 
attention from passersby; for it does not 
necessarily follow that such interest 1s fol- 
lowed immediately by purchases at the 
counter. 

Naturally, he will also feature and give 


—Kircaldie and Stains 
Ltd. of Wellington, 
New Zealand, 
» tively presents a large 
ft selection of silverware 


effec- 


in an Easter display— 


—Arnold Lavenski, dis- 
play manager for Katz 
& Lourie Ltd., Johan- 
nesburg, South Africa, 
placed his crystal and 
cut glassware at eye 
level on suspended 
shelves in front of cor- 
rugated tubes wrapped 
in ribbon— 


prominence to up-to-date and novel articles 
which have not been previously shown, as 
these will form a “draw” in themselves. 
Under no circumstances must he be tempted 
into showing “shelf-warmers’—that is to 
say, lines which for one reason or another 
have missed fire, and which have been left 
on his hands as unsold—unless it be to 
dispose of them at bargain prices. There is 
always the persistant urge to attempt to sell 
off the more or less unsaleable articles in 
stock by placing them in the window, since 
dead stock represents money lying idle; but 
it will be realized that it 1s not in the 
jeweler’s best interests to advertise the fact 
that he is a bad buyer by placing such goods 
in the window in the normal way. 


THE PROBLEM OF 
“FILLING” THE WINDOW 


The matter of “filling” the window is one 
which must not be lightly considered, yet 
it is one in which many merchants err. The 
happy medium between crowded and “thin” 
display should be the aim of the displayman 
—unless, of course, a solus exhibit is to be 
shown as one of the sections of the display. 
A crowded window makes the choice of the 
window-gazer difficult, while a “thin” win- 
dow may convey the idea that the jeweler’s 
stocks are meager and that his range of 
goods is limited; consequently, this latter 
type should not be used unless there is an- 
other window to the shop in which is shown 
a fair representation of the goods in stock. 
People like to see in a shop-window some 
indication of the range of articles they may 
want to buy, and many will not enter a shop 
unless they feel that it is likely to have 
such goods in stock. 

A large proportion of the retail jeweler’s 
turnover depends on the selling of articles 
bought as gifts or for presentation, and 
there is always the problem of catering for 
the passerby who has in his (or her) mind 
the problem of choosing “something or 
other” as a gift, yet who cannot make up his 
mind what it shall be or where he can buy it. 
It may be wanted as a Christmas or Easter 
gift, or for a wedding, birthday, anniversary, 
or to mark some other occasion, but the 
poser remains, “Where shall I buy it?” 


GIFT DISPLAYS 
ALL THE YEAR 'ROUND 


No doubt, most jewelers have Christmas 
window displays, but Christmas does not 
last all the year ’round. Why not a gift 
display every day of the year? In time, it 
would become generally known that there 
was always such a display, and it would be- 
come a matter of habit for local people to 
make a point of looking in that window 
whenever they needed to buy gifts. The 
show need not take much space. In a small 
window it could occupy one shelf close to 
the window-glass, and should be made up, 
for preference, of small articles, which 
should be changed to suit the season or the 
occasion. A _ neatly-printed card, giving 
other gift suggestions, could back the dis- 
play, so that, if there was nothing quite 
suitable for the window-gazer, there would 
be a reminder on the card of articles in 
stock, with a cordial invitation to “come in 
and see for yourself.” A “special bargain” 
(referred to earlier in this series) might 
occupy the central position, flanked by small 
articles, with the larger ones at extreme 
right and left, and at the back. All should, 
of course, be plainly price-marked. 

Where space is available, a definite divi- 





sion of the window should be earmarked for 
the gift display, even if its position is 
changed from time to time to accord with 
changes of display layout. The gift display 
should be of the “close” or “stocky” type, 
and without undue cramming, which has the 
effect of confusing choice, and as wide a 
variety of articles as possible should be 
shown, however “open” the display may be 
in the remainder of the window. Valuable 
space will be saved if very small articles 
at the same price are shown together at the 
front of the window in trays or on small 
shelves or display stands, with a legibly 
printed card worded, “Any of these at $5.98,” 
or whatever the price may be. One last point 
on this phase of our subject: however closely 
the gift display is arranged, allowance must 
be made for ready access to any article, as 
so many shoppers insist on buying the ac- 
tual article shown in the window. 


“THE ONE IN 
THE WINDOW!" 


There is a type of shopper who always 
insists on “the one in the window,” al- 
though he has been shown a similar article 
from the stock in the shop. It may be, in 
some cases, that the article shown at the 
counter looks different from the one in the 
window which induced him to enter the 
shop; or it may be that he is imbued with 
the caveat emptor (let the buyer beware!) 
complex. Whatever the reason, there should 
be no hesitation or shrugging of shoulders 
when the request is made. I[ have heard 
merchants refuse to take goods out of their 
windows, and have communed with myself 
and spoken publicly on many occasions on 
the unwisdom of this attitude, which is quite 
likely to cast doubts on the integrity of the 
merchant. 

Sometimes, of course, there is an excuse 
for this reluctance, as when a miscellaneous 
display of small articles is difficult to get 
at from a deep window; but in these days 
of up-to-date mobile window-fittings there 
should be no reason for hesitation on the 
part of the progressive jeweler, who should 
cheerfully comply with a request for an 
article in the window without giving the 
impression that the shopper is making an 
outrageous request. 

During recent peregrinations I came across 


—At top of page is a 
flexible display of cos- 
tume jewelry prepared 
for Coro, Inc., New 
York City, by Robert 
Kayton Associates, Inc., 
same city . .. The re- 
print of the Made- 
moiselle ad in the cen- 
ter is rear-illuminated 
. « « Neck forms at 
sides are removable— 


—At right is a drama- 
tic presentation of sil- 
verware by David F. 
Gentry for Hausmann's, 
New Orleans .. . The 
lighted gilded sconce 
and the stone patio 
figure and the gilded 
flowers and fruit add 
dignity and prestige to 
the single fork and 
knife— 


a notice in a store window in a London 
suburb, where a collection of articles had 
the price-figure in very bold type, while the 
word “upwards” was in tiny characters 
which would escape the notice of any but 
the most observant window-gazer. This, to 
my mind, smacks of unethical practice, al- 
though the merchant concerned may have 
thought it smart business. If a window-gazer 
enters a shop with a price registered in his 
mind, and he is asked double or treble that 
amount for the article, whether or not he 
buys it he must feel a sense of misgiving as 
to the integrity of the retailer, and he will 
probably think twice before entering that 
shop again. 


GOOD GOODS DO NOT 
SELL THEMSELVES! 


There is a time-worn saying to the effect 
that “good goods sell themselves,’ which 
implies that, so long as the quality is right, 
there will always be sales. This may have 
been true in the dim and distant past, when 
our forefathers sold their wares from behind 
latticed windows, and customers had to 
enter their shops before they could even see 
what there was for sale. But the coming 
of the window display has qualified the 


(Please turn to page 62) 
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ANIMATED DISPLAYS 


SERIES FB 
Enclosed Helical 
gear motor—low 
cost quiet opera- 
tion. 

Write for details. 
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VUE-MORE CORPORATION 


A Oivinwee of BREVEL PROOUCTS 
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—"The Return of the Siren" is dramatically proclaimed 
by this single mannequin in the window of Joseph 
Magnin, San Francisco, where James Young is display 
director . . . Alan Rushing of his staff did this display 

Notice the treatment of the eyes, a current fad 


among displaymen in keeping with the current fashion 


regression... At right is the display by Julius Steinberg, 


display director of Filene's, Boston, that greeted shoppers 
as soon as the announcement of the election of Senator 
Kennedy as the next President was made in local news- 
papers ... Mr. Steinberg doesn't reveal how this was 
accomplished, but asks if anyone has a need for a brand- 


new bust of Richard M. Nixon— 


—Above, a delightful children's Easter display by Walter Hindrichs, 
display director of Purcell's, Lexington, Ky. . . . The dimensional house 
in the background was made from hardboard in the store's own display 
department . . . Leaves were cut out of three shades of green seamless 
paper and stapled to ceiling . . . At left, float created by Ray Nadeem, 
display director of Snellenburg's, Philadelphia, to carry Miss New 
Jersey in the last Miss America contest at Atlantic City . . . Below, 
H. Nelson, display director, Edward C. Minas Company, Hammond, Ind.., 
used a theatrical marquee setting to proclaim the Valentine's promotion 
... Letters were on red felt and lights surrounding the panel blinked .. . 
In this display the male is looking over millinery suggestions— 
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BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


e 268 Pages 


e More than 600 illustrations 
e Size 9 x 12 inches 


e Cloth bound 


e Now in third edition 
e Contains everything about Display 


—YOU MUST HAVE A COPY 
... to make your displays sell more goods faster 
... it's the kind of book you have been waiting for 
...it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST OF CONTENTS 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Anplication of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 
Eye-Catchers 

Paper Sculpture 

Display Materials 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

How to Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 
Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints, Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 
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FRANK 4 MERMARL 


MNML BDISPLAY 
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~ 


Endorsed 
by the country's 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this hind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work — in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. Display 
problems and their solutions are explained in detail. It gives display 
a scientific background to make the medium of display more powerful 
and effective. Study the partial list of contents and you will realize 
that this is a book you MUST have. Its value to you cannot be 
measured by its reasonable cost. 


: WISPLAY WORLD, Cincinnati 1, Ohio 
s () Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


[] Please send me a copv of DYNAMIC DISPLAY and enter or 
extend my subscription to DISPLAY WORLD for one year, for 
which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
combination orders except Canada $1.00 additional.) 


NAME 
EES ct eee ae eR 
‘ 

SU ithiisiionastieni cinsa 














Karastan Promotes Color 


Koos Bros. Says “Find Your 
Color ...And Live With It" 
to filled auditorium . . . Carpet 
sales boosted 90.2 per cent 


HE color-starved consumer is still a 
fj 3ut the diet is self-imposed. 

A rich and varied color palette is hers to 
choose trom. The dish has been set before 
the queen. Yet, surprisingly few women 
allow themselves to taste it. 

In a glittering show staged at Koos Bros., 
Rahway, N. J., this past spring, Karastan 
successfully brought this message to an 
auditorium filled-to-capacity with eager, 
spell-bound women. Many of these women 
were not altogether unaware of their color- 
timidity. What they were looking for, and 
apparently found in this production, was 
needed encouragement for greater self-ex- 
pression. 

Titled “Find Your Color 
With It,” the show was 


Live 
many 


And 
based on 


years of consumer research. In a series of 
striking monochromatic settings, Karastan 
dramatized the importance of the right color 
for the right person. 

This program ignored price entirely. The 
accent was placed squarely on color and its 
significance in enriching the lives of con- 
sumers and their families. A carpet pur- 
chase, the show demonstrated, is also a color 
purchase—an important extra dividend to- 
ward living enjoyment for you and your 
family. The results in sales figures were 
more than satisfactory. They were specta- 
cular. Carpet sales at Koos during the last 
four months of 1960 showed a gain of 90.2 
per cent over the same period in 1959. 

For two weeks, every evening from 7 :30 
to 8:30, a responsive audience filled Koos 
Bros’. 200-seat auditorium in Rahway, N. J. 
Walter Guinan, president of Karastan and 
Alfred Gussin, the firm’s advertising direc- 
tor, alternated as master-of-ceremonies. 

First, the audience was told about emo- 
tional responses to color as discovered and 
applied in hospitals, offices and industrial 
its own way. But all used the important 

(Please turn to page 58) 


—At left, 
Koos Bros. 
partment 


new look in 
carpet de- 
results from 
four revolving Venetian 
Color Wall installations 
. « . Wall units serve 
both as displays of Kara- 
stan carpet samples in 
extensive color ranges 
and as decorative di- 
viders for department 
sections— 


—Below, Halle Bros. carpet department before the Karastan color 


promotion 


. . . At right, the Venetion Wall becomes a dramatic focal 


point in the store's new carpet department re-planned for maximum 
space, attractiveness and color impact— 


"Right" color regardless of the 

price was message presented 

by displays at stores through- 
out the country 


AKING budget-conscious customers 
less finnicky about price is no small 
achievement, but leading department 

stores found that it can be done through 

meaningful, intelligent color promotion. 

Miller & Rhoads, Richmond, Va.; Pogue’s, 
Cincinnati; Strauss- Hirshberg, Warren, 
Ohio; and Halle Bros., Cleveland, Ohio, all 
used the same basic program and discov- 
ered that good color selling really does 
work. 

The secret behind these successes? Kaleid- 
oscope, an unabashed quality color promo- 
tion by Karastan—a visual argument for 
the “right” color, regardless of price. 

Karastan Kaleidoscope was planned as a 
fully integrated store-wide promotion, in- 
cluding window displays, aisle vignettes, de- 
partment displays, contests, newspaper ads, 
radio and television spots and glamorous 
live models—wigged, attired and accessor- 
ized in monochromes of the Karastan car- 
pet bags which they carried. 

This sales planning event made news be- 
cause its theme—color—won a smart vic- 
tory over price. Women were persuaded to 
buy carpet on the basis of color, not price 
suitability. Color made such vital impact 
that it became the only important consider- 
ation. And it paid off in sales results, too. 

This happy outcome was no surprise to 
Karastan’s President, Walter B. Guinan, 
who has always been a firm believer in color 
selling. “Color,” in Mr. Guinan’s opinion, 
“remains the most important reason for a 
carpet purchase. It also helps produce more 
sales at a sensible profit level.” 
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Vicrtex Wallcoverings ae 
forming to U/L specifica- - 
tions now available on re- *vinyl electronically fused 


quest. 
Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones . . . 50 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they're virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE * NEW YORK I °* Phone: LOngacre 4-0080 





| 3," 4 
—Above are two monochromatic settings from 7s CROWN a7. sail 


six shown to dramatize the emotional impact of | 
different colors in Karastan's production in Koos STAPLE ‘ \ 'Z 
Bros. auditorium ... In the top vignette, model's : fj 
wig and costume, draperies, rug and pillows are ] 
coordinated in subtle variances of bronze .. . ) 


The bottom scene emphasizes variances of red— 


Playing an integral part in the displays 
of each of these stores was the Venetian \ j 
! 


‘ 


! 
1\ 
i 

\ 


Wall of Color display (explained at length 
in the accompanying article about Koos 


! 
3ros., Rahway, N. J., and shown in photos 
on these pages). This space-saver not only oe 
was installed in carpet departments but sep- 


arate units were used in various depart- 


grounds for other merchandise and fashions. This new HANSEN TACKER drives a 3%” WRITE today for complete Hansen Tacker 
Each store that has staged this promotion venazwe Catalog . . . illustrates this great line. 
has interpreted Karastan Kaleidoscope in crown staple in four lengths from %e” to 7%”. 


ments of the store and in windows as back- Sturdily built and weighing only 1% Ibs., it 
plants. “For example,” they were told, y ~— bri A. | HANSEN MFG. CO. 
“some people have very strong emotional will assure extra support for displays, fabrics ins) Decenened fetant 


responses to white, others tu blue, etc. and other uses. 
Next, the characteristics of one color were 





Chicago 40, Illinois 
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On the Exhibit Scene. . . 
Moscow Exhibition — In Retrospect 


As we look forward to the New 
York World's Fair in 1964-65 
we must pause to glance back- 
ward briefly at the problems 
and achievements that plagued 
. . . and rewarded .. . our 
efforts when we took a glimpse 
of America to Russia in 1959 
. . . George Nelson and Com- 


OUR main pavilion,” the young man 

said, “is full of photomurals. The 

subject matter is families at dinner, 
fathers playing with children, kids in torn 
pants in apple trees. Right?” 

“Right,” the guide said. 

“Your seven-screen movie shows ordinary 
people in ordinary situations, beautiful land- 
scapes, views of residential areas, and it 
ends with people kissing each other good 
night.” 

The young man continued : 


It is a very subversive thing to do to us. 
sut come back and do it again sometime. 
We need it.” 

The “young man” was a Russian admin- 
istrator; the guide was George Nelson, 
president of George Nelson and Company, 
Inc., New York-based industrial and archi- 
tectural design company. The pair had just 
completed a tour in Moscow of the 1959 
American National Exhibition, for which 
the Nelson office served as designer and 


coordinator of interior displays and outdoor 
large-scale exhibits. The exhibition was a part of the 
expected a show of United States Cultural Exchange Program. 
strength, and you came instead with out- Mr. Nelson believes his extraordinary 
stretched hands. This exhibition is making Moscow experiences should be of marked 
value to officials and planners of the 1964- 


pany, New York City, was the 
designer und coordinator of in- 
terior displays and outdoor ex- 


“What we expected § was 
muscle-flexing; we 


hibits at Moscow. a tremendous impression on the visitors. 


—The “jungle-gym" interior of the main pavilion at the American National Exhibition, top left, a giant steel and aluminum complex, was subdivided into 
10-foot cubes that housed the material production of American industry . . . The George Nelson design allowed a vast view of the building's interior 
from any point on the numerous stairways and balconies that threaded the structure. @ Inside a Fuller geodesic dome, bottom left, George Nelson 
and Company, Inc., used the simultaneous projection of seven moving pictures on seven screens to tell the story of American scientific, technological 
and cultural accomplishment to 4,000,000 Russian visitors during the 1959 American National Exhibition in Moscow . . . The 35-foot-wide screens carried 
2400 bits of visual information in 12 minutes’ time. @ A life-size plastic model of a cow appeared in the portable "Atoms at Work" exhibition, top right, 
designed by the George Nelson office and staged this past year in Cairo and Pakistan by the United States Atomic Energy Commission to demonstrate 
the peaceful uses of atomic energy . . . Moving light tracks showed visitors how scientists use radioactive tracers to study how the animal utilizes its 
food. The exhibition also featured a fissioning live reactor and a radioactive gamma facility . . . The 10,000-square-foot exhibition, designed to fit into 
eight trailer vans, was housed in a pre-fabricated, nylon-covered space frame building used earlier in Japan. @ Complete with lighting, this demountable 
exhibition, bottom right, designed by George Nelson, was cited as the best display in the United States Biennale Exhibit at Sao Paulo, Brazil, in 1957 
... The exhibit was devoted to education for the theater arts— 
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1965 New York World’s Fair, in which | geet e?%ee, é 
Russia will participate, and also to this a k bi ( 7 k| 
couniry’s planning for the 1967 World’s ~~ ma eS new Cas Wor 
Fair in Moscow, to which the United States wis e 

has been invited by the Soviet Union. — os 3 SARGENT’ 

The 1959 Moscow exhibition, staged on an 3 i e 
eight-and-one-half-acre site in  Sokilniki t *) 
Park, was visited by an estimated 4,000,000 
Russians in six weeks. It marked the first 
time America had been allowed a free hand 
to tell the story of its science, technology 
and culture to the Soviet people in the 
Soviet Union. 

The Nelson designers went to Moscow 
well equipped for their challenging assign- 
ment. Though primarily concerned with 

tor the 


the development of product design, graphics, | | DISPLAY MAN . 
and identity programs for American cor- | SOFT COLORS That SARGENT DISPLAY FINISH 


* 
© 
5 
+ 
porations, the firm in recent years had | PRODUCE A VELVETY s does important work in thousands 
designed a number of special displays and Fiwismt | e of display studios today. Leading 
- 
* 
. 
. 
. 
. 





. 
* 
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o 

° 

» * 
INSTANT DRYING . e 
- 
. 
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isp! 
Sp 


ee ee 


exhibits at home and abroad, including artists rely on its versatility to help 

international exhibitions in Sao Paulo, them create beautiful and unique 

Brazil; New Delhi, India; and Cairo, Egypt. Sealed res 

. "ahi isplay compositions from 

The company has won several citations for 

i waa standard, inexpensive materials. 
In the Nelson view, exhibition design ' a ) New worlds of color, finish, texture, will 

brings into play a number of special skills c. = live in your displays when you work the 

and disciplines: It is part architecture— —_— © magic of SARGENT DISPLAY FINISH. 

part interior design—part graphics design Try it! 

and part showmanship. 
The immediate and overriding problem SARGENT DISPLAY FINISH is available in a 

Mr. Nelson and his associates faced in the : 

design and development of the Moscow ex- ee: R.. P fol dati of colors, metallics and clear 

hibition was establishing credibility for the 

show: How to tell the story of the United : pes 

States, its institutions, and its people to a ———_~ thi Na re) 


\anufactured by 


; . } Pa 
telrerk ( (}. 
citizenry virtually isolated from the Western 
world. Mr. Nelson’s answer was to create tised Paint Prod 
an exhibition in three parts. 
To introduce the exhibition and provide 
“a statement about America,” three informa- 


tion channels operating simultaneously were | 
developed to fill the inside of a geodesic © ' ° e 
dome 200 feet in diameter and 78 feet high. iS a u ous | , ARiGiit ing 


A series of eight displays was suspended 


from a tension ring system cantilevered 40 a » ¥ 4 & 
feet into the dome, allowing a maximum of Cae ig te rig qua iSp ay 


at ane y DA ) 








display area and traffic flow inside the 
fluorescent, bronze-gold aluminum structure. rn 4 # " 
Subjects of the displays were space and with 1001 k . 4 . arklin uses 
atomic research; education; labor; medical D g 
(antibiotics) research; chemical (synthetics) 3 . 
research; research organization; and public 
health. All exhibit copy and photographs— 
warm, human and soft — appeared at eye and night—Unusual light- ee . Ve aa ee 
level, with subject matter underplayed. The ing effect—Like ao cas e , : Alidshdiies <: Besiilaie 
dome’s floor area of 30,000 square feet was cade of diamonds! Same 4 > ¥ | a . & Rust ieeel Glee 
7 Ar eseantint A ya | , ae water circulates through a ] ben’ ae Sud te 
Supplementing the display series, an 7 oe a ; | : 
RAMAC computer, canis of handling at apaey ore eai ' i Full Year—Built to 
100,000 units of information, fed visitors edie 
data—in Russian—pertaining to the eight 


subject areas. | aa 
Mr. Nelson incorporated a film and rear- | " yi. 


projection technique that, it was telt, 


achieved the goal of credibility for the ex- | Hit @i Yaa Wty : , os West 40th St. 


hibition. By means of color slides on 35mm 


film, 2400 bits of visual information were DISPLAY CO. é E 4 si New York 18 


thrown by seven projectors on seven 35-foot- 
wide movie screens in 12 minutes’ time; all 


seven screens were filled simultaneously 
with different views of the same subject, | FLASHERS 


such as housing, recreation, shopping and | Since 1900 


OFT uilelilok Mohal LiLit lime tok” 7 f f ff ) No electrical work— 


sutle wt a ie ‘ : 
outlet . 3 last indefinitely. 











religion. : es 
Part two of the exhibition consisted of a | Force Attention, increase Advertising Value 


28-foot-high, 90,000-square-foot, fan-shaped | “7 Tear a Pp 
glass pavilion, or “glass box,” covered by | . ELECTRIC COMPANY 


(Please turn to page 60) 355 RIVER ROAD RIVER GROVE, ILL.« 
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Rotaseller and Husky— 


TURN 
TABLES 


The finest quality 

turn table on the 

market today. 

They will give you wonderful motion dis- 

plays. 10 models. Write for literature. 
Sold by leading jobbers 


ULRICH BROTHERS, INC. 
2923 Agnes Corpus Christi, Texas 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, ali colors and sizes 
@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, mode in Japan 


Excellent Delivery — Write for Price List 








Ww. i. DISPLAY CO. 


126 Eleventh Ave. 
New York City 11 


Clean Mannequins and Display Fixtures with 
QUICK, EASY, SAFE LIQUID 


Recommended by leading Mannequin Manufacturers 
Order from your display jobber. 
Spartan Chem. Corp. 

ach, Calif 


14th. St#., 


1529 W. 


EXHIBIT BOOTHS 

e Flamproofing Spray ¢ Portable Canopies 

e Mirrored Balls ¢ Draperies © Spotlights 
e Crowd Goateal Gemeuinad 


FILJON, INC. 
1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 


WINDOW DISPLAY 


ogg pn Certificate Course, Day or Eve. Appr. 

for and ty ny students. The only thorough 

A. course in N. Y. C. Free placement. 
REGISTRATION OPEN— ENROLL NOW 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C- 





DEKOPHANE 
The Technical Cement 
| Quart .. . $6.75, Post-paid 
THE CRYSTAL ESSENCE CORPORATION 


Bound Brook, New Jersey 


Italy at Carson s 


By RICHARD DAY 


Old World atmosphere of heraldic flags and medieval Florentine 

figures set the scene for the presentation of merchandise from 

every corner of today's Italy . . . Special events and exhibits as well 

as dramatic displays show a closely coordinated effort that goes 
beyond the typical import fair. 


N Monday, September 26, at 12:30 
p.m., Carson Pirie Scott & Co., Chi- 
cago, officially announced the open- 
ing of “Italy at Carsons,” a gala two-week 
Italian fair presented as the store’s salute 
to a great country and that country’s star- 
ring role in import drama of today. 
To make the fair truly colorful and com- 


pletely authentic, Clement Bradley, Carson’s 
display director, and numerous other Car- 
son's representatives, thoroughly covered 
the map of Italy. They purchased the finest 
wares and most effective display props they 
could find. As a result, a profusion of top 
quality exclusive merchandise was offered 
in virtually every department, highlighted 
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by dramatic display effects and an exciting 
program of special events and exhibits. 

Under the direction of Mr. Bradley and 
his associates, Dick Minto, window display 
manager; Angelo Migliaccio, manager of 
interior display; and Robert Thiemecke, 
manager of Men’s Store display, the whole 
store came alive with color. Hundreds of 
heraldic flags hung throughout the store and 
huge medieval Florentine figures rested on 
the Men’s Store ledges to symbolize Old 
World Italy. A vibrant turquoise theme was 
chosen to represent the Italy of today. It 
was used in badges worn by salespeople, on 
shopping bags, in an informational brochure 
and in directional signs. Traditional cos- 
tumes of hostesses in the Heather House 
and the Espresso Bar contrasted with spe- 
cially designed modern smocks by sales- 
people in the “Bottegas” of Italian merchan- 
dise. A small Sicilian donkey and cart that 
paraded up and down State Street was lead 
by a colorfully dressed boy in Italian cos- 
tume. 

At 12:30 p.m. on opening day, five Italian 
vendors circulating through the crowd gave 
away balloons with coupons good for Italian 
merchandise prizes. 

A pretty girl in Italian costume distributed 
red roses every day at noon. An organ 
grinder with monkey added a gay note for 
young and old and strolling musicians with 
accordion and guitar entertained on all 
floors. 

The first floor information booth was con- 
verted to a “tourist information center,” 
offering fair brochures and a quantity of 
booklets on Italy. 

A bright and beautiful spot that proved 
immensely popular was the fifth floor Italian 
Market Place filled with specially selected 
home furnishings items, toys and gifts. 
Nearby were furniture settings featuring 
unique occasional pieces. An alabaster carv- 
er who was flown from Italy attracted many 
visitors as he demonstrated his art on the 
sixth floor. Near him was displayed Car- 
dinal Spellman’s famous Vatican stamp 
collection. 


—Spanning the traffic-thronged main 

aisle, replicas of Italy's two famous 

bridges, Ponte Vecchio and Ponte 
Rialto, attracted much attention— 


—Carson's State street windows were 
guarded by ten tall “period” wooden + 
Italian soldiers such as this one— 


—All 42 Carson Pirie Scott & Co. dis- 
play windows were devoted to the 
two-week "Italy at Carsons” Italian 
fair . . . They were arranged on and 
around large cubicle red, white and 
green foam plastic letters . . . These 
made a striking border around the 
store and tied in with the red, white 
and green striped canopy over the 
State-Madison door— 
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foreveroreen JS 


Has Outsokd All Other 
Display Grass for 37 Years 


Exclusive beautiful, natural Sunshine green color 
Exclusive "78" row quality instead of 72 

3% x 6—11% larger than ordinary mats 
Ends neatly hemmed—no raw cut edges 
Mildew-proofed and flame-proofed 

Order standard mats, rolls or special sizes 


Sold by all leading jobbers 


SUNSHINE GREEN 
GRASS MATS 














THE J"ISEPH M. STERN company 


1968 ‘ast 66th Street 


® Cleveland 3, Ohio 


THE WORLD’S LARGEST MANUFACTURER OF DISPLAY GRASS 





A Corbosco 
strated on the 


demon- 
in the 


flower 
seventh 


arranger 
floor and, 


glassware department, a wine steward ad- 
vised customers on the correct serving of 
wines. Gay and attractive table settings 
using Italian glassware and accessories 
were also a feature. On the sixth floor, 
too, was the Straw Market with a multitude 
of Italy’s famous straw items on display. 

In the Heather House and Men’s Grill a 
different Italian food specialty was served 
each day with recipes available to those 
who wanted them. Table tents and special 
menu cards also carried the Italian fair mes- 
sage. Outside the Heather: House, a “side- 
walk cafe’ served esprésso coffee with 
panettone, spumoni and Italian cheeses. On 
two days of the fair, an Italian cartoonist 
made sketches of coffee lovers without 
charge. 

Fashion high point of Italy at Carsons 
was a showing of couture fashions by Italy’s 
top designers, including Emilio Pucci} in the 
Heather House. To model the fashions, 
three of Italy’s most glamorous models were 
flown directly to Chicago from Rome. They 
also modeled selected costumes from the 
couture collection in the fourth floor area, 
and in all of the fashion shows during the 
first week. Luncheon shows of men’s, wom- 
en’s and children’s Italian fashions were 
held in the Heather House at 11:45 a.m. 
and 1 p.m. on five days during the fair. 

A pizza and coke party for teen-age girls, 
“Carsons First Italian Import Showing for 
the Young Lady,” was a gay affair. 

On Saturday, October 8, Italy at Carsons 
came to an end. During the two weeks of 
the fair, much excitement and enthusiasm 
was displayed by the public aud the press. 
The results were highly gratifying. 
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WARDROBE 
MASTER 


Sa 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display monnequins — mannequin 
wigs dressed in period styles .. . 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period sithovette. 


J. HERBERT CALLISTER 


411 LYDALL ST., MANCHESTER, 
Mitchell 9-6319 
eeeeeoeeoeoeeeeese@ 





HELPS YOU SELL! 
Al 








WRITE FOR FREE 20 PAGE 
ILLUSTRATED IDEA BOOK! 


MOTIONDISER® 


Display Turntables 


by MERKLE-KORFF GEAR CO. 
221 NORTH MORGAN STREET 
CHICAGO 7, ILL., MO 6-1900 
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‘¢The Point-of-Purchase Advertising Insti- 
tute, under the able direction of Wilham W. 
Mee, executive director, is undertaking an ex- 
panded program of research into all phases of 
store and window advertising. 

‘<This is a step forward which will be 
greatly appreciated by advertisers, whose use 
of displays at the point of purchase represents 
one of the vital areas in the merchandising 
process. Too little has been known about the 
costs of producing, distributing and installing 
displays, versus the results of this effort in 
terms of retail sales. 

‘¢There is no doubt that store display is 
more needed now than ever before, in view of 
the greater number of brands constantly com- 
ing on the market, and the relatively innocu- 
ous type of salesmanship usually available at 
the retail level. Capitalization of advertising 
impressions in the store where the consumer 
is making the purchase is essential to the 
successful operation of the marketing program. 

<¢One of the questions which research might 
attempt to answer is whether it is worth 
while for manufacturers to depend entirely 
on their own salesmen and those of their 
distributors to accomplish the installation of 
display materials. 

‘<The high cost of calls, plus the 
heavy load carried by salesmen in actual con- 
tact with buyers, suggests that this may be a 
very expensive way to get display material in 
place. Professional installation services, 
available in all major centers, should be able 
to supply the answer. 

«¢At all events, the greater emphasis which 
the Point-of-Purchase Advertising Institute 
will place on research will make its efforts of 
much greater value to advertisers and agen- 
cies, particularly in view of the general 
realization that the success of this type of 
promotion may well determine the results of 
the entire merchandising operation.”—Edi- 
torial by G. D. Crain, Jr., publisher, in Adver- 
tising Requirements. 


sales 


e 

<¢So, in effect, the window may indeed be 
staging something of a comeback, but its new 
role is to make an additional sale to the traffic 
that is buying right there in the store. This is 
quite a turnabout and it suggests that many 
manufacturers, in their window display pro- 
grams, might do well to begin thinking of their 
window display material from the standpoint 
of its appeal to in-store traffic, rather than for 
its appeal to outside traffic. 

‘¢The grave, basic, fundamental problem 
of all giant retailers today is to increase their 
average ticket; to sell more to every customer 
in the store; to win more one-stop shoppers 
for one-stop store inventories. The window 
can contribute to this goal by turning it inside 
out, as it were. Certainly, in most great one- 
stop store units of the food outlet, the drug 
outlet and the variety chain outlet (and in the 
great discount chain outlets, too) the window 
can never hope to roll up a sales volume 
through appeal to outside traffic that it can 
by an appeal to buying traffic inside the store. 
So start thinking in terms or reverse-English 


window displays. They're the coming thing.” 
—E. B. Weiss in Advertising Age. 


“¢¢Some display departments have the same 
number of display people in four stores that 
they had in one store 10 years ago. In many 
cases, they’re spreading themselves too thin. 
It’s a mistake.”—Sylvan Freund, president of 
Decorative Plant Corp., New York City, in 
Women’s Wear Daily. 

« 

‘¢Competitive selling takes imagination to 
attract and keep customers. Business in gen- 
eral must not be bound and shackled to its 
own traditions. Because we do not sell to a 
fixed audience but to a constantly passing 
parade. The Credit Department can use a 
medium which every store has to let custom- 
ers know by seeing, namely, the display win- 
dows, which have uiways been used in the 
past to display merchandise. Why not use 
these same windews to display your credit 
department and thus acquaint the buying pub- 
lic with the many advantages of using your 
credit facilities ? 

‘¢Such an idea put into practice during the 
months ahead, changing the windows, will 
create an added use of credit and thereby stim- 
ulate business. It will prove to be most edu- 
cational and informative to the average cus- 
tomers and create a better understanding of 
the use of credit. Many of your customers 
are aware of the accommodations granted by 
the diversified types of credit that you extend; 
however, unless this is brought to their atten- 
tion constantly, it may be that they would 
overlook the convenience of credit accounts 
and not purchase the maximum amount when 
shopping in apparel sections. 

‘¢By the proper intertor display of attractive 
cards emphasising that this merchandise may 
be purchased on Charge Accounts, Deferred 
Payment Accounts, Convenient Option Plan 
Accounts and Revolving Credit Accounts tt 
would be mstrumental in creating an added 
desire for better price merchandise as well as 
a larger volume of purchases. The use of this 
facility would greatly increase the average sale 
and would be instrumental in moving the 
greater amount of merchandise. The proper 
merchandising of the credit department 
through this facility would aid sales tremen- 
dously.”-—From an address by Dean Ashby, 
credit sales manager, The Fair, Fort Worth, 
Texas, at the 1960 convention of the Sales 
Promotion Division of the National Retail 
Merchants Association. 

® 

<<Now let’s look at these new important 
areas which need that spark of creativity to 
become major sales media. 

‘¢There’s fixturing we've always had 
it but it was something to hold merchandise 
and sometimes lent itself to nice little displays. 

‘¢We know now that it can be a powerful 
ally in this total selling job. Especially self 
service and self selection units. Architects, de- 
signers, and fixture manufacturers are knock- 
ing themselves out to come up with units that 
will practically put the merchandise into the 
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customer's hands. Yet they don’t begin to 
have the sales background we have. Our 
knowledge of sales psychology and display can 
be of inestimable value in the planning of these 
fixtures . . . But when I spoke to a leading 
architect recently, he told me he rarely has 
any contact with Sales Promotion people; only 
Merchandise Managers. 

‘¢] can understand the importance of mer- 
chandising information regarding departmental 
percentages of sales. But this is basically a 
problem of square feet and cubic feet. If we 
devoted a little time to studying this problem 
there is no doubt the selling potential would 
be increased many-fold. 

¢¢You don’t have to be a carpenter or cabi- 
net maker to understand fixturing. In fact 
there are so many good modules today that in 
most cases it becomes a matter of intelligent, 
sales-wise selection and arrangement. 

‘¢] think you will find that fixtures are 
fast becoming the most potent in-store sales 
factor. 

‘¢Hand in hand with fixturing we have 
store planning, departmental co-ordination, 
traffic flow, lighting, decor. There’s a magic 
way to put all these things together so that 
customers follow a pattern of travel through 
the store without conscious effort. I honestly 
feel that the Sales Promotion people possess 
more of this magic than anyone else.”—From 
address by Bernie Elfman, Sales Promotion 
Manager, King Clothing Co., New York City, 
at 1960 Sales Promotion Conference sponsored 
by the National Retail Merchants Association. 


Improved Pearl al 
Offered by Mearl 


Murano Colors, the synthetic pearl essence 
in colors which was introduced earlier this 
year by The Mearl Corporation, are now 
available in colors of greater intensity and 
higher lustre. 

While they react like conventional pearl 
pigments in all respects, Murano Colors also 
have twin inherent colors: one observed by 
reflected light, and the second seen by 
transmitted light. This two-color play in 
each pigment makes possible effects which 
cannot be achieved with conventional dyes 
or pigments. An effect verging on the iri- 
descent can be obtained with Murano. 
Murano Colors provide an effect verging on 
the iridescent and the new intense pigments 
permit an increased degree of color play. 

Unlike conventional dyes and pigments, 
Murano Colors are produced by optical effect 
rather than by the absorption of a particular 
band of wave lengths. Blue, green, red 
orange, and gold are a few of the colors 
now available in formulations for surface 
coating and incorporation into plastics. 

A brochure describing the newly improved 
Murano Colors and Color cards may be ob- 
tained from the firm at 41 East 42nd street, 
New York City 17. 








SOURCE SERVICE 

If in any of the illustrations in 
DISPLAY WORLD you see some prop- 
erty, fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you 
with the source from which it can be 
obtained. Just address your inquiry to 
the Editor, DISPLAY WORLD, Cincin- 


nati 1, and it will have prompt attention. 
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SPRUCE UP 
FOR SPRING 


Give your manikins a 


Fresh, New Look 


MADISONIA 


MANIKINS, INC. 
152 W. 25 st.. New York 1 
11 S. Desplaines, Chicago 6 








PRE-FINISHED WOOD PANELING FOR 
YOUR DISPLAYS OR INTERIOR DECORATIONS 
4x7 PANEL CHERRY WOOD FINISH 


PLATINUM WALNUT FINISH 


0) 4x7 PRE-FIN. PANELING 
e ALSO 4x8 Send for 


PANELING 
SLIGHTLY HIGHER | CATALOGUE 





——j TULNOY LUMBER }— 


17 RIDGEWOOD PLACE + GL 5-4141 * BROOKLYN 27, N. Y. 








- ____ ‘FRED- MOR’ 
GARMENT RACK 
SIZE DIVIDERS 


give the garment 
rack ‘Class’. 


Size cards are renewable 
and removable. Two cards 
supplied with each Divider 

. Colers Milk-White, 
Gray or Mushroom. 20¢ 
each; Bronze or Silver- 
Chrome 30c each. 


IMPERIAL MANUFACTURERS REPRESENTATIVES 


1938 No. Commonwealth Avenue Los Angeles 27, California 











“BEST YET™ 


FINEST DISPLAY 
GREEN GRASS MATS 


Standard Size 3'/4'x6'. Weight 6 Ibs. ea. 
® Brightens all Spring Displays ee Se : 

@ Perfectly dyed with wonder formula | Seg: es at 
@ With burlap backing. High tufted “% Designed and made with the skill and 
JOBBERS PRICES: IN STOCK | ee artistry that 30 years in the field of 
100 Mats ....@ $2.75 Each | ee fine cut wood letters brings. Extra 
50 Mats ........@ 2.85 ach | oe FREE bonus: Style and price sheet 
25 Mats @ 2.95 Each | 246: showing vast selection of sizes and 

ree anal oy © 3.25 Each _ &S = designs. Write today. 
F.O.B. Our Cincinnati, Ohio stock PE Soe eee On ee i 
20 Colors Burlap 36-52" 
Knotted Fishnet 


VANARPEN, FABRICS | | (MERI oo ae 2h: 
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PROXY g’Steeve raps 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforizsed 
shrunk, in collar size 15. Specify collar 
style when ordering. @ Conventional 
® Short Point (illustrated) @ Widespread 
e Oxford B. D. Packed % doz. to box. 


owas 


Proxy Sleeve Pads are semi-flat in de- 

sign for contemporary suits. Quilted 

padding prevents bunching. Hollow 

center open at cuff. Gray sheen cotton 

covering. Box of 3 pairs $14.00 

Merchandise Shipped 2/10 EOM, FOB Troy, N. Y. 
Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 





DISPLAY TURNTABLES 


° Heavy Duty ° All Steel 
ALL SIZES — Large or Small 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 ST., Bronx 54, N. Y. 
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MILLINERY DISPLAY HEADS 
LADIES’, GIRLS’, JEWELRY, BOYS’, 
MEN'S & INFANTS 
DISPLAY HEADS OUR SPECIALTY 


FORO STATUARY CO. 


2811 COLE ST. LOUIS 6, MO. 








BRASS & CHROMIUM RAILINGS 


1<¢ 
‘ 


wi’ 


All Types of Finishing 
Dowels and Balis in Stock 
H. ARNOLD WOOD TURNING CO. 
363 Union Avenue, Brooklyn 11, N. Y. 
Tagg 2-5693 














BAMBOO POLES 
PHILIPPINE MATTING 


all types — all sizes — lowest prices 


PAN-ASIA COMMERCIAL CO. 


16823 Lakewood Bivd. Bellfiower, Calif. 
MEtcalf 3-0678 











Karastan Promotes Color 


KOOS BROS. SAYS "FIND YOUR 
COLOR AND LIVE WITH IT" 


(Continued from page 5!) 


described: “Blue is the color of beauty... 
it is preferred by most people and strangely 
enough, blue increased in importance with 
higher education, culture and income . 
blue is the color of deliberation and intro- 
spection .. . most subdueing of hues ... 
the true opposite of red ... it is the spiritual 
phase of the spectrum .. . sensitive.” 


Now a model representing that color 
stepped forward, beautifully attired in a 
monochromatic costume and color-coordin- 
ated wig. Following this, a vignette was un- 
veiled which dramatized the use of the color. 


As the characteristics of blue were re- 
lated, many responses were heard from the 
audience—murmurs of approval and delight. 
Five other colors were analyzed in this way, 
with constant audible involvement by the 
audience: red for drama; gold for warmth; 
white for purity and love; bronze for in- 
dividuality and turquoise for serenity. 


After the performance, a question and 
answer session was held for the electrified 
audience. Their interest had been fully 
aroused by this dramatic presentation and 
they had many questions about it. They 
were almost unanimously in accord with the 
idea of choosing a color to fit their own 
reactions. 


This Karastan performance was staged 
in conjunction with a storewide Koos Bros. 
spring show. In addition to the evening 
event, Karastan introduced its Venetian 
Wall of Color display to the carpet depart- 
ment. The wall is so named because it re- 
sembles a vertical Venetian blind “car- 
peted” with samples. A motor reverses 
slates every few minutes, revealing another 
whole array of color. This display serves 
a double function: It is decorative and 
architectural and it presents color to con- 
sumers in a highly dramatic and compre- 
hensive way. 


In a substantially altered carpet depart- 
ment—Venetian Wall and other space and 
display improvements—merchandise received 
maximum exposure. 


The relationship between the stage show 
and the redesigned carpet department was 
clear. People, stimulated by the show, went 
to the carpet department and saw over 168 
colors displayed on the Venetian Wall. They 
saw actual evidence of what they had just 
learned — the importance and variety of 
color. 


Because of the show and the replanned 
department, salesmen really had something 
to sell. The attractiveness and efficiency of 
their department, coupled with the drama 
of Venetian Wall gave then. a substantial 
selling platform which resulted in the spec- 
tacular increase in sales. 


All apparel accessories used in the show 
were contributed by Lord & Taylor, Mill- 
burn. Wigs were styled by Peter Pace of 
New York. 


“RIGHT COLOR REGARDLESS 
OF PRICE WAS MESSAGE 


(Continued from page 50) 


“Islands of Color” theme, in which mono- 
chromatic vignette settings were constructed 
around a series of simple emotional themes: 
Karastan Color Means LOVE; Karastan 
Color Means SERENITY; Karastan Color 
Means WARMTH, etc. These settings were 
conceived to make customers aware of their 
own individual color responses. 


Individual touches by stores included: (1) 
Miller & Rhoads’ dramatic tearoom presen- 
tation of a Venetian Wall section that 
pointed up the main event in the carpet de- 
partment (2) Pogue’s elaborate tearoom 
showing of “Islands of Color” (3) Halle 
Bros’. titl—“Pageant of Fashion,” (4) Vig- 
nette settings and decorator displays (in- 
cluding “Islands of Color’) individually de- 
signed by each store’s staff. 


An important aspect of this promotion was 
its thoroughness. Interdepartment coordin- 
ation was evolved wherever possible. Car- 
pet displays were set up in non-carpet de- 
partments including: the bridal shop, the 
luggage department and the art supplies de- 
partment. Windows were given over almost 
exclusively to Karastan Kaleidoscope “Is- 
lands of Color.” 

After considerable advance fanfare, via 
newspapers, radio and tv, the Karastan 
Kaleidoscope of Carpet Color promotion was 
launched for a full week in the general 
manner just described. 

Contests varied from store to store. Some 
had contestants guessing how long it took 
to carve a carpet. Some asked customers 
to match their color selections with those 
of a panel of experts. 

In all four stores, the promotion caught 
on like wild-fire. Not only were there traffic 
jams in the store, in the carpet department, 
but also in the order books. Sales multi- 
plied, once women submitted to the magic 
of color emotion. Salesmen found it easier 
to sell, because they really had something 
to talk about. Business was increased sub- 
stantially at every store that staged the 
event. Customers didn’t haggle over price. 
They were concentrating much too hard on 
color. 

And at each of these stores, a permanent 
improvement remains—an attractive, well- 
designed carpet department in which mer- 
chandise is appealingly and importantly 
displayed. 

Pointing with pride to the brilliant 
achievements of Kaleidoscope, Hugh P. Fee- 
ley, vice-president of Karastan emphasized 
the need for more such retail programs: 
“Well coordinated selling programs are a 
must,” he said, ‘for improved turnover and 
long term volume building.” 


Hankscraft Expands 
European Sales 

Leon Goodman Displays, London, has been 
granted exclusive European selling rights 
for the line of Hankscraft display motors 
used prominently in animation units. 
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Thomas V. Drue Dies; 
Headed Webb's City Displays 
Thomas V. Drue, 59, display director for 


— Thomas V. Drue — 


Webb’s Cty, St. Petersburg, Fla., for the 
past eight years, died Wednesday, Novem- 
ber 30, in a St. Petersburg hospital. 

Mr. Drue was well known among dis- 


playmen and industry 
throughout the country. His interests and 
achievements in display were recognized 
and brought him many prize-winning trib- 
utes. 

He is survived by his wife, LaNora; one 
daughter, one son, two brothers and two 
grandchildren. 


representatives 


NRMA Provides Kits 
For Salute Promotion 


A very complete promotion kit is being 
provided by the Public Relations Committee 
of the National Retail Merchants Associa- 
tion to help stores in planning their par- 
ticipation in National Retail Merchants 
Week (January 30-February 4, 1961). The 
free kit even includes window display ideas 
utilizing the various promotional materials 
such as posters, easel cards and sign top- 
pers that can be ordered from a form in- 
cluded with each kit. 
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MOSCOW EXHIBITION— 
IN RETROSPECT 


(Continued from page 53) 


an accordion-pleated aluminum roof. The 
building’s elaborate steel and aluminum 
“jungle-gym” interior was designed to house 
the products of 800 American manufacturers. 
Here, the diversity of consumer products, 
rather than their complete range, was the 
display objective. The interior, a big, black, 
steel cage (the height of a 30-story building 
if-tipped on end), was sub-divided into 10- 
foot aluminum “cubes,” which held richly- 
colored display panels, objects, and exhibits 
ranging from toys to a fully-equipped tele- 
vision studio. Display categories included 
sporting goods, household appliances, fur- 
niture, packaging, books, athletic equipment, 
travel and clothing. Brief statement ex- 
plained how items were used, to what ex- 
tent, and noted the approximate cost in man- 
hours of work to produce them. 

The complex jungle-gym structure, which 
stood about 20 feet high and free of the en- 
closing building, was erected from a series 
of models built in New York and shipped 
to the exhibition site. Industrial in charac- 
ter, the design allowed full definition and 
expression of the displays and exhibits it 
contained. From any point on the numerous 
stairways and ramps threading the modular 
framework, were able to take in 
vast exhibit areas. As inside the geodesic 
dome, the design objective was understate- 


visitors 


ment. 

An exhibit-filled outdoor area comprised 
the third part of the exhibition. There, the 
Russian people saw architecture, the “Family 
of Man” photographic show, the model 
house in which the Khruschev-Nixon “kitch- 
en debate” occurred, a voting machine, 28 
American automobiles, sculpture, a fashion 
show and a display of clothing. 

To shelter these displays and exhibits, the 
Nelson designers, with engineers from 


supervision, and the unavailability in Mos- 
cow and neighboring areas of vital supplies 
and services forced the Nelson staff to pre- 
fabricate much of the exhibition in the 
United States, Helsinki, and Berlin. The 
absence of such items as a sledgehammer, 
nuts and bolts, display wire and a tool crib 
tried the hardiest of souls. Transportation 
and delivery schedules became tangled; 
often there was frantic communication be- 
tween Moscow and Helsinki to expedite 
overnight shipments to Moscow and to the 
exhibition grounds. 

Two examples of the supply-and-services 
problem that faced the American designers: 

e Because display wire was not available 
in Moscow, the entire exhibition was hung 
on nylon, 

@ About 80,000 words of copy were prepared 
for use in the exhibition. The Nelson de- 
signers wanted a type style of the conserva- 
tive serif form to work with the discipline 
of the steel and aluminum cage in the main 
pavilion. Because no suitable type face was 
available in Russia, a modified Century for 
body copy, and a much-changed Gothic for 
copy leads, were set in New York. 

Language. Communicating in four lan- 
guages constituted one of the most difficult 
problems for Mr. Nelson and his staff. Often, 
interpreters were not immediately available, 
and it became necessary to translate from 
English to German, German to Finnish, and 
Finnish to Russian, to communicate suc- 
cesstully. The highly technical nature of de- 
sign and construction terminology only 
heightened the problem. 

Mr. Nelson and his staff were won com- 
pletely by the high spirit of cooperation and 
understanding on the part of Russian work- 
ers and engineers—particularly the Russian 
women—many of whom, sensing the prob- 
lems at hand, gave freely of their own time 
to get the exhibition built on time. With 
women doing the bulk of the heavy work, 
the Russians completed a major refurbishing 
job in the exhibition part area; row upon 


Natural and Sandblasted 


From 12" to 72" in height 
Send for our September 1, 1960 price list. 


RUSSEL MORRIS OF CALIFORNIA 


P. O. Box 277 Fontana, Calif. 


Massachusetts Institute of Technology and row of flowers, asphalt drives, and new 
the plastics industry, created a series of lampposts suddenly sprang into being. 
interconnected, translucent plastic “um- The future of the international exhibition, 
brellas” 16 feet high and 16 feet wide. In Mr. Nelson feels, will be limited only by 
a test of their stability, five of the umbrellas the creativity and ingenuity of the designer 
were erected at New York’s Mitchell Field, and the materials and facilities available 
where two B-25 airplanes attempted to blow to him. At home as well as abroad, the 
them to the ground—without success. The Nelson office is exploring new techniques 
umbrellas were fabricated in sections on and opening up new design vistas: 

Long Island and assembled on the exhibition 











For colonial Williamsburg, a coordinated 
exhibit scheme for a new reception center, 
and a demountable traveling exhibit; for 
New Delhi, a traveling display of household 
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Finland. 

The manifold problems that accompany 
the building of an exhibition on foreign 
soil—beyond the basic problem of success- 
fully imparting information—faced the Nel- 


objects from New York’s Museum of Mod- 
ern Art, to provide manufacturing guidance 
on a two-year tour of India; for Herman 
Miller Furniture Company, showrooms that 
are scenes of pacesetting products of com- 


son designers at every turn. These included: 
Time, Space, Personnel and Budget. The 
Nelson office faced the challenges of limited 
space and facilities, an unknown on-the- 
site work force, an “impossible” construction 
schedule, and doing its job on a budget of 
$3.6 million (the half-as-large American 
exhibition at the Brussels Fair was budgeted 
at $15 million). Working day and night, the 
Nelson staff lived on the exhibition site dur- 
ing the few weeks prior to opening day. 
Supervision, Supplies, Services and Trans- 
portation. The need for constant and close 


“ADHESIVE PROBLEMS" 


Our laboratories are anxious to work 
with industrial firms on adhesive prob- 
lems, which others have failed to solve. 
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fort and beauty for office and home; tor the 
United States Atomic Energy Commission, 
a portable “Atoms at Work” exhibition de- 
signed to show the peaceful uses of atomic 
energy to the people of Cairo and Pakistan; 
for Columbia Records, a dramatic concept 
in merchandising display that can be tail- 
ored to retail space requirements. 





But it will continue to be the idea behind 
the design—the determination, then the 
communication of a message—from which 
all else will follow in building the display 
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Of 
Says: 

“We wanted to make a sincere, simple, 
far-reaching statement about American life. 
With this established, we addressed our- 
selves to the problem of what to put in—and 
what to leave out.” 

Mr. Nelson believes the goal was met. 

“The crowds touched everything. They 
tugged, pulled, scratched, and patted every 
item within reach. It was not hostility, or 
jealously, but simply curiosity. Complete 
areas were stripped. Where we displayed 
books, these were taken in numbers. But 
many were later returned. After they had 
been read.” 

NOTE: “Opening in Moscow,” a one-hour, 
color film of the Moscow exhibition, is 
available through George Nelson and 
Company, Inc., 18 East 50th street, New 
York City 22. 


the Moscow exhibition, Mr. Nelson 


«RMA 50th Convention 
At New York Jan. 8-12 

“Retailing Serves America,” is the theme 
around which the 50th annual convention 
ot the National Retail Merchants 
tion will build its Golden Anniversary 
salute this January, it was announced by 
J. Gordon Dakins, executive vice-president 


Associa- 


of the Association. 

The NRMA convention, with an expected 
attendance of 5,000 retail executives, 
is scheduled for Sunday, January 8, through 
Thursday, January 12, 1961, at the Hotel 
Statler-Hilton, New York City. Founded 
in 1911 with a total membership of 273 stores, 
the NRMA now represents more than 11,500 
department, 
throughout 
total annual 

While no discussion sessions are scheduled 
for Sunday (January 8&8) registration will 
be open and an informal “Get Acquainted” 
reception for early-bird delegates is sched- 
uled 11) the Hotel's Gold Ballroom. 

The preliminary the 196] 
NRMA_ convention wide range ot 
in-depth sessions covering every aspect of 
retail operations. Highlighted throughout 
will be reports on the progress of the in- 
dustry and projections of coming develop- 
ments by noted industry leaders. In all 
there will be 35 discussion with 
over 200 separate speakers. 


over 


specialty 
the nation 
sales of 


and variety stores 
and abroad with a 
over $19 billion. 


program of 
shows a 


sessions 


The NRMA convention, retailing’s biggest 
annual meeting, is open to all retailing ex- 
ecutives and to all interested 
in retailing affairs. 

Exhibiting at the NRMA convention are 
American Fixture, Inc., L. A. Darling Co., 
The Morgan Sign Machine Co., National 
Association of Display Industries, Show- 
card Machine Co., W. L. Stensgaard & 
Inc. and several other display 
firms. 


businessmen 


Associates, 


assoc ‘ated 


O'Keefe Joins 


Reiss Sales Corp. 
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berry 
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award 


New- 


Reiss Sales 


O'Keefe, previously with J. J. 
Co. has joined Joseph 
210 Fifth avenue, New York City. 
O'Keefe was a 1959 gold medal 
winner in Variety Store Merchan- 
disers display contest, and a frequent prize 
winner over the last 12 years in the field 
of visual merchandising. 
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Ham Fixture Company 
In New, Enlarged Quarters 

Robert H. Ham Fixture Company an- 
nounces the opening of new and enlarged 
headquarters at 1115 Pinecroft road, Greens- 
boro, N. C. A new 14,000 square foot build- 
ing has been constructed for showrooms, 
offices and woodworking shops to meet the 
needs of rapidly increasing sales. 

The company, a distributor for the L. A. 
Darling Company, Bronson, Mich., manu- 
facturers of display and merchandising 
equipment, now carries a complete stock of 
metal display fixtures, racks, costumers, 
Darling’s Vizusell merchandising equipment 
cardholders, and rubber, plastic and papier 
maché forms and mannequins. 

The company provides a complete store 
planning and installation service. 

Formerly known as the Robert H. Ham 
Display Company, it was previously located 
at 442 North Engene street, Greensboro. 


Offered for Coupon 
Civil War Map 

An authentic and attractive Civil War 
Map prepared under the guidance of his- 
torians E. B. Long and Ralph G. Newman 
is being offered on a 50-cent coupon return 
basis by Reynolds Metals Company to help 
stimulate interest in the torthcoming Civil 
War Centennial. The 41 x 28 inch mural- 
type map, printed in full color on parch- 
ment paper, pictorially pinpoints important 
battle scenes, gives an accurate chronologi- 
cal history of the conflict, illustrates weapons 
and uniforms used and pictures key leaders 
of the Confederate and Union forces. 

Reynolds is offering the map in exchange 
for 50 cents and the Reynolds Wrap “Quality 
Protected” seal from any aluminum foil 
package carrying this mark. The map could 
be used effectively in displays during this 
centennial commemoration. 

Forms Display City 
As Buying Service 

The Display Credit Association has formed 
an afhliate organization called Display City, 
Inc. Both the parent concern and affiliate 
are located in The Display Center, 400 
Kighth avenue, New York City. 

Display City will act as a buying service, 
manufacturers’ representative and distribu- 
tor for all firms which require display mate- 
rials, fixtures, point-of-purchase displays, 
exhibit works, packaging and premiums. It 
will also act as a consultant on store plan- 
ning. 

New Male Mannequins 


Offered by Darling 


Four new Junior 
are featured in a bulletin available from 
L. A. Darling Company, Bronson, Mich. 
The Mase U Line Junior Executive Manne- 
quin in handsome suntan finish makes an 
especially effective display for young men’s 
dress and casual apparel. Optional Flex 
Arms provide a variety of arm positions for 
many different and unusual display arrange- 
ments. New wrist fittings adjust for sleeve 
length and swivel for desired hand pose. 

Write for Masc U Line Bulletin No. 812. 
For further details on other Masc U Line 
mannequins ask for brochure No. 440. 


Executive Mannequins 
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ORIENTAL-MODERN DECOR 
AT NEW EVERITT-BUELOW 


(Continued from page 29) 


To the right of the main entrance visitors 
will find the sportswear and young miss shops. 
Superbly designed display cases backed by an 
especially attractive Japanese silk wall cover- 
ing is certain to catch the eye. 

Continuing around the display space is an 
octagon-shaped area where the dress, suit 
and coat displays will be found. 


UNUSUAL CONVERSATION 
PIECE 


The back wall of this area is highlighted 
by an unusual conversation piece fashioned in 
ebony, white and with a gold touch in clever 
design. 

To the left of the main entrance will be 
found the accessories and lingerie shops with 
an especially appointed couture room imme- 
diately behind. 

All of these departments have their special 
decorative themes, all blending in exquisitely 
with the decor of the balance of the large 
room. 

Almost all of the display floor is covered 
with an especially designed and loomed car- 
pet. It has a unique pattern loomed in brown 
and gold flecks against an off-white back- 
ground. 


NATURAL LIGHTING SCHEME 


The lighting has been engineered to offer 
a close substitute for natural light, to make 
detection of color and fabric easier. Both 
fluorescent and incandescent lights are used 
in the lighting scheme. Recessed light fixtures 
are efficient, effective but not obtrusive. 


VERSATILE WINDOW 
LIGHTING 


All the windows of the new store are 
equipped with tracks upon which spotlights 
can be attached and moved in any direction. 
The track goes across the top of each window 
and down each side, thus permitting unlimited 
dramatic lighting effects and versatility of 
arrangement. 

Fitting rooms, personalized shopping rooms 
and lounges have all been designed and fur- 
nished to provide the utmost in comfort for 
ease in shopping. 

All stockrooms are cleverly concealed to 
eliminate confusion or unnecessary discomfort 
to the visitor. 

Observers who have seen Brochstein’s de- 
sign the Post Oak Everitt-Buelow say the 
firm may well receive national recognition for 
the use of the Chinese modern theme and the 
coordination of colors, woods, lighting and 
fabrics. 

In the field of store lighting this Houston- 
based store design firm has won a number 
of international awards. 





Boston Display Firm 
Changes Name, Address 

Deco Art Studio, 1914 Washington street, 
Boston 18, was formerly Bob Danthine Dis- 
plays at 84 Gardner street, Allston, Mass. 
The new quarters, complete with showroom 
and workshop, measure over 15,000 square 
feet. Bob Danthine, owner and manager, 
welcomes visitors. 


BETTER PRESENTATION 
OF JEWELRY DISPLAYS 


(Continued from page 47) 


adage, which might today be more faithfully 
rendered, “Good goods sell themselves 
when they are properly presented.” Proper 
presentation turns the scale in favor of the 
jeweler whose goods are so_ well-chosen, 
efficiently displayed, and thoughtfully pre- 
sented to the attention of the window-gazer, 
that he is already fingering his wallet as he 
prepares to make his way to the counter. 

In previous articles we have discussed the 
preliminary steps which lead, or should lead, 
to a sale, and we have now arrived at its 
final stages. The customer has been induced 
to surmount the steps which have tended 
to lead him from attention to curiosity, and 
from curiosity to desire, and he has now 
arrived at the point where his desire has 
impelled him to enter the shop, where he is 
in a favorable mood to exchange his money 
for the article he is disposed to buy. Natur- 
ally, he will wish to see and handle the 
article before placing his money on the 
counter, for most articles stocked by jewel- 
ers are not usually bought before being 
closely examined. It is here that the sales- 
man must be on his toes to complete the 
good work already accomplished, for in- 
efficient attempts at completing the sale- 
cycle may easily offset the most elaborately- 
laid plans of the displayman. 


A DECALOGUE OF 
DISPLAY "POINTERS" 


Here, in brief, is a decalogue of simple 
“pointers” to guide the displayman in his 
endeavor to attract and hold the attention 
of the public to such practical effect as to 
justify the thought and care which have 
been expended in preparing the display: 

1. Before commencing to dress a win- 
dow, make up your mind as to the plan 
you propose to adopt and the goods you 
intend to display. (Do not trust to mem- 
ory, but transfer your ideas to paper). 

2. Dividing the display into sections 
makes for easier inspection by passersby. 

3. Do not give the impression that the 
window is crowded. It is surprising how 
many articles can be efficiently displayed 
if there is orderly arrangement. 

4. Keep in mind that average eye-height 
is about five feet above street level. 

5. Do not allow the display stands, 
pads, etc., to predominate in the windows. 
Remember, you are selling goods—not 
display units. 

6. Avoid the same color scheme for 
the window “floor” and background as 
for the display units. Use contrasting 
colors, but do not mix up the colors in 
the various display sections. 

7. If a display is not “pulling,” take it 
out without waiting until the day it is 
scheduled for change. 

8. While a window continues to attract 
customers to the counter, do not change 
the display, even though it exceeds the 
usual period of exhibition. But it should, 
if necessary, be taken out for the window- 
glass to be cleaned and the goods on 
show freshened up, or perhaps, for 
slight changes to be made in some of the 
individual units. 

9. Keep informed on projected local 
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OUTSTANDING VALUE 
SIX SILVESTRI ANIMATED CHRISTMAS WINDOWS 


40 Christmas Angels plus many unusual properties made expressly for 
Remick’s of Quincy — New 1960. On view now through January |. 


® Ballerina Set ® Orchestra Set 
® Enchanted Garden ® Picnic Group 
@ Angels performing Heavenly chores 
® Bedtime Nursery Group 
For photos and additional information 
please write 


REMICK’S of Quincy 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 


PL 7-0064 Quincy, Massachusetts 


1517 Hancock Street 








FOR SALE 


OUTSTANDING MECHANICAL 
CHRISTMAS DISPLAY 


OPPORTUNITY “Santa In Musicland”’ 
with the 3 Chipmunks 


EXCHANGE 
A huge success on our avenue 


FOR Santa pedals the player-piano as 
the 3 Chipmunks on top of piano 


one sing ‘“‘Alvin’s Chipmunk Song”. 
o Positions Vacant Santa and piano life size, the 3 


at chipmunks 24 inches tall, all ani- 
cy Positions Wanted mated. Silvestri’s hit of the show. 
aa $3,750 — will sell for $1,800. 
e Jobbers Wanted n perfect spotless condition. 
John W. Thomas Co. 
e Lines Wanted 
@ Used Materials 
° To sell men’s mannequins, men’s 
e Used Materials and boys’ forms and ladies’ blouse 


MINNEAPOLIS, MINNESOTA 
For Sale forms, in the WEST, SOUTH. 


USE THE ARTIST — DESIGNER 


Prominent eastern manufacturer requires services of designer. 
Ability to design seasonal leaves, flowers, novelties and units. 
Also must be able to render colored sketches for presentation. 
Lucrative remuneration commensurate with ability. 


Replies held strictly confidential. 


Address BOX 1AB 
Care of DISPLAY WORLD 








REPRESE NTATIVES WANTED 


STUDY 
WINDOW DISPLAY 


AT HOME 
Earn good income. Easy home- 


Complete Story of 
“The Night Before 
Christmas” 


WEST, SOUTHEAST, AND EAST. 
Only $5.00 per col. in., 
remittance with order. 


Write— 
WESTERN MOLDED FIBRE 
PRODUCTS, INC. 
Box 9%, Gardena, California 








wanwt.ts@s 


ASSISTANT DISPLAY MAN 
For Men’s Store 


Also to act as part-time Salesman. 
State age, salary. Prefer single man. 


Address BOX 


Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 


York. 
MADISONIA 


ANIMATED WINDOW DISPLAY 
By Leading Manufacturer 


all in good operating condition. 
Will sell outright or trade for a 
trim of equal value for next season. 
Write for photos and details. Can 
be seen in operation thru December. 
JOHN P. CAMPBELL 


Display Director 


RiPvrF’s 


study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 
The KOESTER SCHOOL 
Koester Bldg. 
Dent. DW 
3710-12 N. Cicero Avenue 





BC 
Care of DISPLAY WORL D 








152 W. 25th St., New York 1, 
N. Y., Chelsea 3-1550 


BOX 2066 








LONGVIEW, TEXAS 











Chicago 41, Illinois 








happenings so that athletic and sports 
meetings, prize-winning contests, etc., 
can be heralded, well in advance, by dis- 
plays of presentation cups, medals, and 
other suggested prizes for such events. 
It should be borne in mind, too, that in 
addition to the usual displays for Christ- 
mas and Easter, such celebrations as 
“Mother’s Day,” etc., call for special dis- 
plays, for it is on these particular occa- 


There are other 


pared for their close scrutiny of his dis- 
play. 

10. Above all, keep in mind the thought 
that the real function of the display is to 
entice people to enter the shop, and, 
therefore, all the skill and artistry of the 
displayman are of little avail unless they 
are coupled with a sound knowledge of 
the trends of public demand. 

“pointers” which could 


can be achieved by merely copying the dis- 
plays of other jewelers, or by adhering to 
the age-old conventions of a past generation. 
As briefly stated in a previous article, a 
display must be EXCITING if it is to se- 
cure more-than-ordinary attention, and give 
pause to those who, in passing the premises, 
might otherwise be content to continue on 
their way without giving a thought to the 
well-intentioned efforts of the jeweler to 


attract their attention to his displays. Re- 
member, many of those passersby might 
conveivably have become permanent cus- 


sions that the public, in gift-giving mood, 
gaze earnestly into store windows, and 
the jeweler, in particular should be pre- 


usefully have been added to the above list, 
but those included should suffice to indicate 
that efficient display is something more than 
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ADVERTISING 
INDEX 


JANUARY, 1961 


This advertisers’ index is pro- 
vided as an additional service. 
The publisher does not assume 
any liability for errors or omis- 
sions. 
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OVER your w.ndow glass except for 

a small peep-hole and watch the curious 

multitude scramble for an opportunity 
to peek through at your display. Every d's- 
playman knows this fundamental of human 
nature and has probably tried the gimmick 
at one time or another. Essentially, this 1s 
a giant-size adaption of this pr.nciple and 
no doubt proved to be a_ shopper-stopper 
just as effective as the old knot-hole. 

Adrian Delsman and his staff at Famous- 
Barr Company, St. Louis, concocted this 
corner window using the plastic frames of 
W. L. Stensgaard and Associates, Inc., Chi- 
cago, as a central prop as well as peep-hole. 

The symbolic eagle helped to put across 
the idea portrayed by the card that read 
“The Beautiful American is a thoroughbred 

._. loves the tones of thrush!” Fall leaves 
conveyed the season colorfully. 

For this display achievement, Mr. Dels- 
man receives the Display of the Month 
Gold Medal. This display was chosen trom 
the entries received during the month of 
November in DISPLAY WORLD'S Inter- 
national Display Contest. 

The 1960 contest closes on December 31, 
with all entries received after that date 
going automatically into the 1961 contest 
which will have the same rules and 65 cate- 
gories. 

Winners will be announced in the Febru- 
ary issue, in the mails January 20. This 
issue will contain photos of the winning 


| displays. 





New Clamp Attaches 
Two Tubes at Right Angles 

A simple clamp, capable of holding two 
pipes or tubes of different diameters firmly 
together at right angles is available from 
Hunter Spring Company, a_ division of 
American Machine & Metals, Inc., Lans 
Pa. Called the Right-Angle Tube 
Clamp, it is useful in a variety of applica- 
tions requiring temporary or permanent 
assembly of metal tubing, such as television 
antennas, display framework, sign supports, 
drapery rails, partitions, lighting fixtures 
and countless other similar structures. The 
clamp adjusts itself to the pipe diameter 
and requires only one manual adjustment. 
Write to the firm for more intormation. 


dale, 


Colloid-Treated Fabric 
Now Comes In White 

“Sculpt-O-Fab”, a durable cotton fabric 
impregnated with a colloidal plastic, former- 
ly available only in a light grey color, can 
now be purchased in white, according to 
Ben Walters, Inc., New York City, national 
distributor to the display industry. Accord- 
ing to the manufacturer, White-White Sculpt 
O-Fab does not require a prime or under- 
coating when being painted white. Also it 
is cleaner working since it does not soil the 
hands. This new color is said to hold up 
excellently under glaring sunshine. 
Full details may be secured by writing to 
Ben Walters, Inc., 156 Seventh avenue, New 
York City 11. 
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THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 





idea sparkers / children’s fantasies 
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FREE?! Please send me the new self- 
explanatory sample kit that contains 
various types of versatile and eco- 
nomical Upson Display Board. 














STATE 


The Upson Company, 711 Upson Point, Lockport, New York 


























